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Introduction 


Objectives 
After this chapter you will be able to: 


mY 


mY 
mY 


Articulate the importance of communication in your 
everyday life. 


Define communication. 
Understand the different communication models. 


Understand how ethical communication impacts message 
effectiveness. 
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Explain presentational speaking. 
Discuss various types of plagiarism. 


EEE 


C-SPAN 


You have probably seen the movies Deep 
Impact starring Robert Duvall and Armageddon 
starring Ben Affleck and Bruce Willis. In 
each of these movies, an asteroid or mete- 
orite is headed for Earth, and civilization is 
threatened unless great heroics are performed 

hups//espn/2teRVi by the movies’ protagonists. ‘These plot lines 
may seem like science fiction. However, according to NASA 
astronauts, these scenarios aren’t so far-fetched. Watch Dr. Lu, 
a former U.S. astronaut and Executive Director of the Asteroid 
Institute at B612, persuade congress on the imminent threat of 
meteorites and methods for response. 


As Dr. Lu demonstrates in the opening clip, explaining complex 
information to a diverse audience while persuading them to 
make a decision in line with your goals is a difficult task. With 
his combination of expertise, evidence, and visuals, he makes it 
look easy. However, we all know it is more complex than that. 


\ Do you think Dr. Lu was effective in making his point? Why 
or why not? 


\ What strategies did he use to explain his ideas? 


\ How did Dr. Lu reveal what the real problem is in this area? 

\ What role did his 
visual aid play in 
making his point? 
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The Importance of Communication 


Just think about how many decisions individuals have to make 
on a daily basis. Some of these decisions are personal regarding 
health issues (e.g., which procedure to have, which diet to follow), 
some may be related to finances (e.g., where to invest, which 
type of loan to purchase), and other decisions are related to our 
day-to-day living (e.g., where to send your children to school, 
which car to buy). Other decisions we must make are part of our 
professional lives and related to our job. Will you decide to fund a 
project? Which employee do you hire? Which strategic initiative 
should be prioritized? 

While we live during a time when a great deal of information 
is available to help us make these complex decisions, the sheer 
amount of this information can actually be overwhelming. 
It has been reported that “the amount of information being 
created every two days is equivalent to that created from the 
dawn of civilization until year 2003.”! That scope is difficult to 
even imagine. 

The abundance of information we face is called information 
overload, and it is problematic for a couple of reasons. First, 
it causes stress at the individual, organizational, and societal 
levels.? This stress actually costs the U.S. 900 billion dollars 
each year in medical care costs and costs related to burnout and 
turnover in organizations. Secondly, the way we interact with 
information is changing. In the past, we were able to dive in and 
deeply process information available to use. Now, because of this 
overload, we skim and scroll quickly through information. This 
skimming strategy has been labeled horizontal information 
seeking, and when we are engaged in this type of processing, 
we only partially pay attention.’ This information overload and 
poor processing can lead to decision paralysis, or an inability 
to make a decision, which can also lead to low-quality decisions. 
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As experts in a particular domain, you have an obligation 
to help society sift through all of the information out there so 
that we can all be informed and make good decisions. We can’t 
rely on people to access the information they need and hope 
they will make a good decision. There is simply too much of 
it, and it can negatively impact the quality of decision making. 
We have to be advocates in sharing our expertise in ways that 
will help individuals and society be better equipped to make 
informed decisions. 

Part of society’s success in wading through all of this infor- 
mation rests on your ability as a future professional and knowl- 
edge expert to be an effective communicator. How can we help 
our audiences cut through the noise of all of this information to 
hone in on what is actually important and essential? ‘This book 
will focus on the skills you need to be a strong public speaker 
and the explanatory skills that will enable you to communicate 
complex information to individuals who may not be as familiar 
with content as you are. 

We can’t over emphasize the importance of clearly explain- 
ing our ideas and expertise. An inability to do so can result in 
policy decisions that impact our society negatively (e.g. failure to 
adopt beneficial health behaviors, costly financial decisions, and 
inefficiency at work). 

All of us are experts at something. We all have a unique set 
of knowledge about a particular topic that sets us apart from the 
rest of the people in our class, on our block, or even in our social 
circles. Your expertise, whether it is related to music, teaching 
methodologies, particle physics, tax codes, or biological markers, 
is important. This information shapes policy that guides our 
decision making regarding medical practice, local school district 
initiatives, public transportation policies, and so much more. 
People who lack your expertise will often find your information 
complex and even confusing. It is your task to convey your 
knowledge in a way that makes the information understandable 
and accessible to your audience. That sounds easy, right? Well, 
actually it is more difficult than it seems. 

So, communication is a difficult concept to define because 
it is so pervasive and appears to be automatic. We constantly 
interact with others (both verbally and non-verbally); thus, there 
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is an assumption that it is easy to communicate well. But this 
is not the case. In this chapter, we will discuss the importance 
of communication in your everyday life, define key terms like 
communication, presentational speaking, and plagiarism, and 
preview the remainder of the textbook. 

Other people have recognized that it is difficult to commu- 
nicate well and that it is critical to gain skills to help us become 
better communicators. For example, Warren Buffett, a successful 
American business tycoon, argued that learning to communicate 
well—specifically gaining the ability to speak in front of peo- 
ple—is the most important skill to master to help your career 
and increase your value in the workplace.* 

While speaking to a class of business students at Columbia 
University, Buffett underscored the value of being able to com- 
municate orally. He said: 

Right now, I would pay a hundred thousand dollars for 10 percent 

of the future earnings of any of you ... If that’s true, you're a 

million dollar asset right now, right? If 10 percent of you 1s worth 

a hundred thousand? [However] You could improve on that, many 

of you, and I certainly could have when I got out, just in terms of 

learning communication skills. ... It’s not something that’s taught, 

L actually went to a Dale Carnegie course later on in terms of public 

speaking. But if you improve your value 50 percent by having better 

communication skills, it’s another 500-thousand dollars in terms of 
capital value. See me after the class and [ll pay you 150-thousand. 

Through this quotation, Buffett puts a monetary value on the 
process of learning and subsequently honing the skills needed to 
speak in public. 

Chris Anderson, the head of TED Talks, also emphasized 
the importance of learning how to communicate well in a variety 
of situations in your everyday life. He explained, “As a leader— 
or as an advocate—public speaking is the key to unlocking 
empathy, stirring excitement, sharing knowledge and insights, 
and promoting a shared dream.” 

As Buffett and Anderson noted through their comments, 
being able to speak well can help you effectively share your mes- 
sage with a variety of people (investors, customers, colleagues, 
managers, and friends) and will allow you to make your point in 
everyday life situations, such as those that take place at school, 
work, home, and your larger community.° 
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Definition of Communication 


So what exactly is communication and how is it enacted? 
According to the National Communication Association (NCA), 
“communication focuses on how people use messages to generate 
meanings within and across various contexts, and is the disci- 
pline that studies all forms, modes, media, and consequences 
of communication through humanistic, social scientific, and 
aesthetic inquiry.”’ 

At the heart of this definition of communication is the idea 
that people intentionally create messages. This means that com- 
munication is not accidental or automatic, but rather intentional 
and strategic. 

The NCA definition also claims that these messages are used 
to create meanings that are plural rather than singular because 
they are context-specific. For instance, you could give the “okay” 
hand gesture in the United States to show approval, while the 
same gesture in Japan would signify money and in France would 
mean zero.® 

Moreover, communication is enacted in a variety of ways. 
Think about how you communicate every day—in-person, 
electronically, text, and symbols. The variety of ways that 
communication can take place has also been noted. In fact, 
“communication involves transmission of verbal and non-verbal 
messages. It consists of a sender, a receiver and a channel of 
communication. In the process of transmitting messages, the 
clarity of the message may be interfered or distorted by what is 
often referred to as barriers.”° 

With that said, the actual communication process includes a 
variety of factors. The above definition that covers how commu- 
nication is enacted highlights key aspects of the communication 
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process—sender, receiver, channel, message, interference, 
encoding, and decoding. These factors lead us to the models 
of communication. 


Communication Models 


The process or enactment of communication is commonly con- 
ceptualized as either (1) linear, (2) interactive, or (3) transactional. 
These models are used to explain the act of communication 
using the factors previously discussed, like sender, receiver, and 
channel. These models will be presented in order of increas- 
ing complexity. 

Let’s talk about each of the three types of communication 
models. The linear model'’ of communication is the most sim- 
plistic. It takes a transmission perspective, where the message 
is moved down a line until it reaches the intended audience. 
The model includes seven factors: (1) the sender/information 
source (this is the person who creates the message) (2) encodes a 
message, which is the act of taking abstract thoughts and turning 
them into a coherent message. (3) A message is the information 
or content that the sender wants to communicate to the receiver. 
This message is communicated through (4) a channel or the 
selected medium of communication (e.g., phone, email, televi- 
sion) to (5) a receiver who is the intended target/audience for 
the message. The receiver then (6) decodes or interprets the 
sent content in order to understand the sender’s message. This 
process can be derailed by the presence of (7) noise, which is 
any interference with the transmission of the message (e.g., con- 
struction outside ofa classroom or bustling traffic during a coffee 
date). Noise can also be more complex. For example, context and 
culture could impact encoding a message. 

Sometimes cultural differences can lead to noise that makes 
it difficult to encode and decode a message. The situation may 
be so novel that it makes it difficult for the actors to understand 
each other in the interaction. Recently, some students who were 
studying abroad shared the following example. The students 
reported having great difficulty understanding a train conductor 
as he was punching tickets. This conductor did not speak fluent 
English, and the students did not speak fluent Italian. He was 
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trying to explain that they did not get their train tickets validated 
at a machine before boarding the train and therefore had to 
pay a fine. The students had properly purchased tickets, so they 
did not understand what had gone wrong. ‘They went back and 
forth with the conductor until someone on the train came over 
and explained in English that all local train tickets had to be 
validated before use. 

As you can imagine, the act of communication in the linear 
model is a one-way process that limits feedback and ultimately 
repeats itself until the interaction is complete. It assumes that you 
are a sender and then a receiver. It does not take into account 
that we can be senders and receivers simultaneously. 


Linear Model 


Sender Channel Noise Receiver 


The message is 
developed. 


The message is The message is The message 

sent through a interrupted by is decoded. 

communciation some kind of 

medium. interference. The linear 
process starts 
again. 


The message is 
encoded. 


The interactive model extends the linear model by recogniz- 
ing that in order for the communication process to be complete, 
the linear model has to be reversed. By this we mean that the 
receiver is expected to respond to the sender’s message. As such, 
it allows for feedback, albeit in a procedural manner, that 1s 
delayed. This model can be seen in communication that takes 
place over the phone, through emails, or via text-messages or 
other “lean” channels.’ (See discussion on rich and lean medi- 
ums or channels below.) 
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Interactive Model 


Channel Noise Receiver 


Sender 


The message is 
developed. 


The message is The message is The message 

sent through a interrupted by is decoded. 

communciation some kind of 

medium. interference. The linear 
process starts 
again. 


The message is 
encoded. 


Noise Channel Sender 


Receiver 


The message 
is decoded. 


The message is The message is The message is 
interrupted by sent through a developed. 
some kind of communciation 

The linear 
process starts 
again. 


interference. medium. The message is 
encoded. 


The transactional model builds on the linear and interactive 
models by recognizing that in many communicative interactions, 
the speaker and listener are simultaneously encoding and decod- 
ing messages within an environment that includes the context of 
the situation as well as the personal and cultural backgrounds 
of each communicator. Thus, there is not a delay in acting as a 
sender or receiver, but rather, both parties communicate (provide 
feedback, encode, and decode messages) simultaneously. 

This model also accounts for a more nuanced understanding 
of noise, which can be environmental (the construction and traf- 
fic examples) as well as physiological (a sick audience member) 
and psychological (studying for a test in the next class). 

As you can see, the transactional model has the most com- 
plex view of communication because it allows for overlapping 
feedback and, as such, is positioned as a two-way model of 
communication.” 


Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindse 


Copyright © by Van-Griner Learning, LLC 


9 


Chapter | Introduction 


10 


Communication Model 


Vaan 


Communicator 1 Communicator 2 


Sender Sender 

Encoding Encoding 

Receiver Receiver 

Decoding Decoding 

Sends message through a channel Sends message through a channel 


Provides simultaneous feedback Provides simultaneous feedback 


So 


The models also introduce the idea of “rich” and “lean” 
communication mediums, which stems from the theory of media 
richness. This theory “advances the notion that communication 
richness (or leanness) is an objective property of communication 
media, and defines media richness as the ability to facilitate 
shared understanding within a time interval.”!’ In other words, 
the theory examines how mediums can enhance or detract 
from an intended message/meaning as well as encourage or 
discourage two-way communication (feedback). For example, 
imagine the difference in communicating face-to-face vs. email. 
Sometimes when reading an email, we may think someone 
is angry with us because we cannot interpret their nonverbal 
communication such as tone or facial expression. The medium 
of email constrains the type of communication that can occur. 


Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


Introduction Chapter | 


The level of richness is determined by the following criteria:'* 


\ Capacity for immediate feedback: A rich medium 
allows for quick/immediate feedback. For example, in face- 
to-face communication a conversational partner could express 
confusion by making a quizzical facial expression. 

\ Capacity to transmit multiple cues: A rich medium 
allows for multiple avenues to express understanding or pro- 
vide nonverbal and/or verbal feedback. A text message does 
not allow you to insert tone into the content of the text. 


\ Language variety: A rich medium allows for multiple types 
of nonverbal and/or verbal language to be used. For example, 
a report about company profits may be written in a formal, 
precise style, but this does not allow for informal, common 
language that could enhance the reader’s understanding. 


\ Capacity of the medium to have a personal focus: 
A rich medium allows for the expression of emotions and feel- 
ings by all communicative partners. For example, it is hard to 
convey emotion over email. 


In addition to richness of the medium, the content of the 
message matters in terms of the appropriate channel. For 
example, you wouldn’t break up with a romantic partner using 
a lean medium (like text messaging) because these channels do 
not allow for the expression of emotion or feeling. In fact, the 
selection of the wrong type of medium has been used in popular 
media for laughs, like Berger breaking up with Carrie through 
a Post-It note (a la Sex and the City). However, if you wanted to 
share a detailed list of tasks that one of your employees needed 
to complete by the end of the week, you would want to use a lean 
medium that conveys the information in a succinct and precise 
manner and does not allow for much ambiguity. 

In addition to the richness of the medium and content of 
your message, think about how technology has influenced the 
importance of choosing the right medium (either lean or rich)."* 
Also think about how technological advancements impact the 
effectiveness of the communication models (linear, interactive, 
and transactional). The information presented here matters as 
you choose mediums for the communication messages/narratives 
you want to share. 
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Richness of the Medium Model 


Face-to-Face 


(Lots of avenues for immediate feedback) 


Video 


(Skype/Google Hangout) 


Telephone 


Level of Richness by 
Communication Medium 


Text Messages 


Printed Document 


(Limited outlet for timely feedback) 


Presentational Speaking 


This book is focused on a specific type of communication—pre- 
sentational speaking. At this point you may be wondering 
what exactly presentational speaking is. We conceptualize pre- 
sentational speaking as a form of communication that is used in 
daily interactions—from talking in class, to updating colleagues 
about a project, to speaking at a municipal meeting. 
Presentational speaking is often confused with public 
speaking, but the two terms refer to different types of speaking. 
Presentational speaking is less formal than public speaking that 
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takes place with a smaller audience and uses an extemporaneous 
style of delivery (see Chapter 3). It is useful to think of presenta- 
tional speaking as “mini-presentations” that you will use more 
often than formal, public speaking events.’ In other words, you 
will give a variety of informal presentations throughout a given 
day—away from “public,” stiff, and overly formal settings. For 
example, you might provide an update at work or at an intern- 
ship about a project you have been working on, or attempt to 
persuade your roommate that it is his turn to clean the kitchen. 

Most people assume any presentation you prepare for that 
has an audience is public speaking, but this is not the case. 
Public speaking is much more formal and often requires precise 
language using a memorized or manuscript style of delivery 
(see Chapter 3). Public speaking also does not allow for in-time 
audience feedback. When you think of public speaking, imagine 
one person presenting to a large, unknown audience without 
synchronous audience feedback. Examples of traditional public 
speaking include the president giving the State of the Union 
Address or a news anchor reading the day’s top stories from a 
teleprompter. As you can see, these instances of communication 
are vastly different from what you are expected to do in this 
class, even during the larger presentation assignments. 

However, both presentational and public speaking use the 
same basic skills including audience analysis, organization, and 
research." 

So why is presentational speaking an important skill to 
develop? As previously noted, it is a valuable skill that you will 
use throughout your lives in school, work, home, and commu- 
nity settings. In fact, the Association of American Colleges and 
Universities (AACU) has also recognized this imperative for 
college students and new graduates and echoes the importance 
of learning how to speak well while in college."° 

Over the course of the semester, we will address each of the 
learning outcomes/skills that was recognized as important by 
employers and AACU using some of the following examples: 


\ Oral communication skills will be taught during daily class 
activities and larger speaking assignments. 


\ Teamwork skills in diverse groups will be developed as you 
work on the group presentation project. 


Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


13 


Chapter | Introduction 


\ Written communication skills will be honed during the 
process of preparing and organizing your presentations 
(e.g., outlining). 

\ You will demonstrate critical thinking and analytical reason- 
ing while developing your message and deciding on support- 
ing evidence. 


\ Ethical judgment will be practiced as you decide how to pres- 
ent information accurately and honestly (e.g., plagiarism). 

\ Real-world applications will be emphasized as we show the 
practicality of the content covered in this course and ask you 
to think about how often you communicate and how import- 
ant these skills are to your academic, professional, home, and 
community lives. 

\ Information literacy skills will be practiced as you learn how 
to research and select credible information that supports 
your message. 


Employer Priorities for Most Important College learning Outcomes 


Adapted from the Association of American Colleges and Unwwersities 2015 
National Survey of Business and Nonprofit Leaders and Current College 
Students. 


Percent of Employers Rating 


Learning Outcome (10) or Skil the LO/Skill as Important 


Oral communication skills 85% 
Teamwork skills in diverse groups 83% 
Written communication skills 82% 

Critical thinking and 
: : 81% 

analytic reasoning 

Ethical judgment and 

a ; 81% 
decision making 
Ability to apply knowledge é 

: 80% 

to real-world settings 
Information literacy 68% 
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Ethical Communication 


One of the key take-aways from the AACU report is that ethics 
are important. Ethics are the framework we use to determine 
what is morally right or wrong. However, this is a difficult term 
to define since ethical standards and perspectives vary among 
individuals, cultures, and contexts. This definition highlights 
how ethical standards can be interpreted differently based on 
culture and context, which is an important point to make since 
culture impacts communication choices. 


Overview of Ethics 


NCA has developed a more comprehensive definition of ethics 
using U.S. standards.”” 


This credo for ethical communication states, 

Questions of right and wrong arise whenever people communicate. 
Ethical communication is fundamental to responsible thinking, 
decision-making, and the development of relationships and 
communities within and across contexts, cultures, channels, and 
media. Moreover, ethical communication enhances human worth 
and dignity by fostering truthfulness, fairness, responsibility, per- 
sonal integrity, and respect for self and others. We belveve that uneth- 
ical communication threatens the quality of all communication and 
consequently the well being of indwiduals and the society in which 
we live. Therefore we, the members of the National Communication 
Association, endorse and are committed to practicing the following 
principles of ethical communication: 

We advocate truthfulness, accuracy, honesty, and reason as 
essential to the integrity of communication. 
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\ We endorse freedom of expression, diversity of perspective, and 
tolerance of dissent to achieve the informed and responsible dect- 


ston-making fundamental to a cwil soctety. 
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\ We strive to understand and respect other communicators before 
evaluating and responding to their messages. 


\ We promote access to communication resources and opportunities 
as necessary to fulfill human potential and contribute to the well 
being of families, communities, and society. 

\ We promote communication climates of caring and mutual 
understanding that respect the unique needs and characteristics 
of indwidual communicators. 

\% We condemn communication that degrades indwiduals and 
humanity through distortion, intimidation, coercion, violence, 
and through the expression of intolerance and hatred. 


\ We are committed to the courageous expression of personal con- 
victions in pursuit of fairness and justice. 


\ We advocate sharing information, opinions, and feelings when 
facing significant choices while also respecting privacy and 
confidentiality. 


\Y We accept responsibility for the short- and long-term con- 
sequences for our own communication and expect the same of 
others. 


The Role of Ethics in Presentational Speaking 


Ethics is at the forefront of presentational speaking—from audi- 
ence analysis and topic choice to research and the accurate 
presentation of information. 

Audience analysis (see Chapter 4) involves ethical decision 
making as you start to evaluate who you will be speaking to 
during your presentation. It is important to be thoughtful about 
the information you collect and ethical in the way you use the 

information. For example, if you are 
preparing a presentation to support 


Ethics is at the idea that climate change is real 

the heart of and discover that only one of your 
audience members does not believe 

the research in climate change, then you may 
process. want to rethink your presentation 
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topic. If you decide to go forward with your climate change 
topic, then it is unfair to single that audience member out during 
your presentation. 

As a speaker or communicator, it is important that we respect 
our audience or communicative partner. We need to ensure that 
we listen and try and take the perspective of the other. Thinking 
about what we are going to say next or how we are going to 
cut off our communication partner is unethical and will lead to 
hostility and negatively impact understanding. 


Ethics, including civility in our presentations, is an important issue. 

Watch the following clip where senators in the Kavanaugh hearing fail 

to respect each other as communicators. 

» Do you think the exchange that occurred between the two senators 
was civil? 

» We all know that this was a contentious hearing. Do you think this 
exchange helped or hindered communication? 

» How could this have played out differently? 


C-SPAN 


https://cs.pn/21A75ne 


Ethics is also at the heart of the research process (see 
Chapter 5). As a communicator you must be credible and unbi- 
ased. The onus is on the speaker to evaluate potential sources 
and determine their accuracy. Ethics in the research process 
also extends to presenting the gathered information correctly 
(not fudging the data, sharing the source of information, or 
citing the source correctly). ‘This point leads us to the concept 
of plagiarism. 


Plagiarism 
Plagiarism is a vague concept that has multiple interpretations 


of what counts as plagiarized work.'* A common definition of 


plagiarism states that it 
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is the act of using someone else’s words, ideas, organization, draw- 

ings, designs, illustrations, statistical data, computer programs, 

inventions or any creative work as uf it were new and original to 
you; this includes real and intellectual property and public domain 
material. It is the buying or procuring of papers, cutting and pasting 

Jrom works on the internet, not using quotation marks around direct 

quotes, paraphrasing and not citing original works, and it 1s having 
someone else write your paper or a substantial part of your paper 
and turning it in as uf it were new and original to you. To avoid 
plagiarism, one must internalize, understand and reorganize 
material and make it one’s own." 

As evidenced by this definition, the act of plagiarism takes 
many forms. For example, plagiarism includes (1) not using quo- 
tations correctly, (2) copying someone else’s work, (3) forgetting to 
cite sources in your paper or on the reference page, (4) deliberately 
doing so, (5) excessively helping someone on a paper, outline, or 
speech, or (6) recycling your old work. 

When you are preparing for a presentation, it is important to 
know what the different types of plagiarism are so you can avoid 
them. The first type of plagiarism, cloning, is what typically 
comes to mind when we think about plagiarism. Cloning is when 
a person takes another’s work and claims it as his own. ‘Turning 
in a friend’s term paper from the previous semester or purchasing 
a term paper online are both examples of cloning. This type of 
plagiarism is most common in academic settings, though it does 
occur in other situations. Mixed Martial Artist (MMA) fighter 
Kenny Florian found himself in trouble after it was discovered 
that the majority of an article he wrote for FoxSports.com had 
been taken word for word from another MMA analyst’s YouTube 
video. Florian apologized to the public after the plagiarism was 
discovered and was quickly suspended from the network."® 

Probably the most common type of plagiarism is known as 
copy and paste plagiarism. ‘This is when a person takes parts 
of another’s work or parts of multiple works and does not give 
appropriate credit for them. This can include not giving a cita- 
tion for directly copied work or not putting quotation marks 
around a direct quote. When John Walsh, the former junior 
senator from Minnesota, was running for reelection in a hotly 
contested race, his opponents discovered that the majority of his 
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Master’s thesis had been plagiarized. In his thesis paper, he 
either failed to provide correct citations for material or did not 
put material he had copied word for word in quotation marks. 
The negative publicity this discovery generated forced Walsh to 
withdraw from the race and led his alma mater, the Army War 
College, to revoke his Master’s degree.” 

One way that people try to avoid copy and paste plagiarism 1s 
to paraphrase material rather than directly quoting it. Ineffective 
paraphrasing occurs when the paraphrase is too close to the 
original text and is not presented as a direct quote, or the para- 
phrase is not cited. Changing a few words, or the order of words, 
does not mean that you have now created original material. You 
must always give credit when you have taken another person’s 
ideas or work. This issue of paraphrasing and plagiarism gained 
national attention in 2016 when Melania Trump addressed the 
Republican National Convention to support her husband and 
the Republican presidential nominee, Donald Trump. Shortly 
after her speech ended, footage of Michelle Obama’s speech at 
the 2008 Democratic National Convention began to circulate 
and journalists identified several sections of Melania’s speech 
that were nearly identical. ‘These accusations of plagiarism both 
reflected poorly on the future first lady and were a source of 
embarrassment to the ‘Trump campaign.”! 

Another form of plagiarism 
that people do not often consider is 


excessive collaboration. Excessive Changing afew 
collaboration occurs when someone words, or the 
works collaboratively with another order of words, 
person, but then represents the work does not mean 
as his or her own. If you are assigned 

to prepare and deliver a final design that you have 
presentation for class, it would not be now created 
acceptable for you to work with a stu- original material. 


dent in a different section to prepare 
almost the same presentation and then 
each present it as your own. This does not mean that you cannot 
and should not seek out feedback and advice from other classmates 
and colleagues. It does mean that any work you represent as your 
own should be a result of your own research, work, and ideas. 
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Another thing to be aware of is copyright infringement. 
Copyright infringement 1s different from plagiarism and is often 
unintentional, but it can have steep financial consequences. 
“Copyright is the right of authors to control the use of their work 
for a limited period of time.””’ The work must be original to the 
author and a “tangible medium of expression.”*”’ In presenta- 
tions, copyright infringement 1s often related to the use of graph- 
ics and videos in a slide show. Most of the uses of graphics and 
videos in this course will fall under the fair use category, meaning 
that you can use the work without paying for it. However, the 
creative work (photo, video, etc.) must be appropriately cited. 


Academic Integrity and Plagiarism Policies 


Each university has its own policy regarding plagiarism. Search 
y policy reg; g§ plag 
your university’s website for academic integrity and plagiarism 


policies. 


Another type of plagiarism is self-plagiarism. It may 
sound counterintuitive, but it is possible to plagiarize yourself. 
Self-plagiarism occurs when you turn in work that was previously 
used for the same course or another course. For example, if you 
gave a presentation about the benefits of adopting a vegetarian 
diet for a nutrition class and then you use the same presen- 
tation in this class, then you just plagiarized yourself. 
You need to make sure to always create new work 
for each of your classes or to give background 
about how the material you are submitting was 
previously used. 

With all types of plagiarism, it 1s 
important to remember that you do not 


— ay 


have to intentionally misrepresent other’s © 


work as your own to plagiarize something. 
Accidental plagiarism occurs when some- — * 

one intentionally improperly cites or forgets to 4 
cite work taken from another source. This is why 

it is important to know how to cite direct quotes 
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and how to properly cite work that has been paraphrased. Just 
because you did not mean to plagiarize, does not mean that you 
did not do it. If you ever have a question about whether or not 
something needs to be cited, it is always a good idea to err on 
the side of caution. 


Did you know that 1.5 million people die from fungal infections each 

year? That is 3 times the number of people who die from breast cancer 

each year. Listen as Dr. Meghan Duffy from the University of Michigan 

describes her research. 

» How did feedback operate in this example? 

» What is some of the noise that was evident in this speaking situation? 

» What strategies did Dr. Duffy use to encode her message so that it was 
easier for her audience to decode? 


C-SPAN 


https://cs.pn/21A49XN 


Chapter Summary 


In this chapter we introduced the general purpose of this book. 
Specifically, we discussed the importance of communication in 
your everyday life, defined key terms like communication, pre- 
sentational speaking, and plagiarism. After reading this chapter, 
you should be more aware of the important and complex role 
that communication, generally, and presentational speaking, 
specifically, play in your everyday life. 
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Presenting 
with Confidence 


Objectives 
After this chapter you will be able to: 


\ Identify the reasons for public speaking anxiety. 

\ Apply strategies for managing public speaking anxiety. 
\ Assess your level of public speaking anxiety. 

\ Identify symptoms of public speaking anxiety. 
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When you hear the name Seth Rogan, what 
comes to mind? Do you think about his 
somewhat off color comedy or his movies like 
Knocked Up or Super Bad? Maybe you thought 
about marijuana and his vocal support of 
legalizing pot. We’re guessing you did not 

hups//espn2R7ivm8— think about him testifying as an expert witness 
before Congress about Alzheimer’s disease, but that is exactly 
what he did. How do you think this comedian handled such a 
formal situation? As you watch this clip of his 2015 Congressional 
testimony, consider the following: 


\ How was this situation different than what Rogan typically 
does? 


\ Were there any indications that Rogan was nervous? 
\ What strategies did Rogan use to cope with his nerves? 
\ How would you rate the overall effectiveness of his message? 


SETH ROGEN C-SPAN2 
Actor & Alzheimer's Disease Activist ¢-span.org 
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Introduction 


For many people, the mere thought of giving a presentation 1s 
anxiety provoking. Getting up and speaking in front of a group 
makes people nervous. Public speaking anxiety often manifests 
itself in poor delivery techniques such as nervous movements, 
poor eye contact, or rapid speech rate. In this chapter you will 
learn more about what public speaking anxiety is, why people 
experience public speaking anxiety, types of anxiety, and tech- 
niques for managing your anxiety and nerves. 


Public Speaking Anxiety 


If you are someone who gets nervous just even thinking about 
public speaking, you are not alone. Each year, Chapman 
University conducts a survey to learn about people’s fears. In 
2016, public speaking was the most commonly identified per- 
sonal fear, outranking snakes, heights, bugs, and drowning.’ It is 
estimated that up to 75 percent of people suffer from some level 
of communication apprehension.” Some famous people who you 
might be surprised to learn suffered from an almost debilitating 
fear of public speaking include Warren Buffet, Ghandi, Harrison 
Ford, Barbra Streisand, and Leonardo DiCaprio. DiCaprio’s 
fear was so bad that he once admitted in an interview that he 
used to hope he would not win any awards so he would not have 
to get up and give an acceptance speech.’ 


Presentations That Matter 


c 
(eo) 
i?) 
ae 
(0) 
> ) 
= 
< 
co 
> 
oO 
i?) 
Tw 
& 
= 
oS 
oO 
x 
fe 
2 


Copyright © by Melanie Morgan, 
Copyright © by Van-Griner Lear 


27 


Chapter 2 Presenting with Confidence 


This fear is so common that comedian Jerry Seinfeld once did a 
bit about the fear of public speaking outranking death, meaning 
that many people would rather be in the casket than delivering 
the eulogy at a funeral. ‘The official term for an extreme fear of 
public speaking is glossophobia which comes from the Greek 
words meaning “glass tongue.” The good news 1s that this fear 
can be managed and even the most apprehensive speakers can 
learn to deliver a successful presentation. 

Communication apprehension is the formal term used 
to describe the anxiety one experiences as the result of actual 
or anticipated communication. Communication apprehension 

includes the anxiety one experi- 


a ences while in a speaking situation, 
Stage fright Is not as well as the anxiety that comes 


the only form of from thinking about being in a sit- 
communication- uation. In 1970, James McCroskey, 
related anxiety a communication professor, 
; introduced the Personal Report of 
people experience. pirtic Speaking Anxiety (PRPSA) 
which is a scale that measures the 
level of anxiety associated with public speaking. This scale 
contains items designed to assess how much anxiety a per- 
son experiences when facing public speaking situations. 
McCroskey and his colleagues also worked to develop the 
broader Personal Report of Communication Apprehension Scale 
(PRCA).* The 24-item scale (PRCA-24) measures an individual’s 
level of anxiety when it comes to four communication situations: 
interpersonal, small group, meetings, and public speaking. It can 
be helpful to know that people have varying levels of comfort 
and anxiety associated with different speaking situations. For 
example, a student named José may be perfectly comfortable 
in a public speaking situation but experiences a lot of anxiety 
when in a meeting. Another student, Renee, may enjoy having 
one-on-one conversations, but dreads the thought of giving a 
presentation to a group. Recognizing situations where you are 
more comfortable can help you to identify your existing commu- 
nication skills so you can build on those skills. 
When talking about any type of communication apprehen- 
sion, there are two distinct types of anxiety: trait and 
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situational. Trait anxiety refers to anxiety that is caused by 
an individual’s personality or physical makeup. For example, 
people who have been diagnosed with Social Anxiety Disorder 
often have a high level of communication apprehension. Trait 
anxiety is a result of the chemical makeup of the brain and 
involves the biological response to a perceived or actual speaking 
situation. Because of individual differences, some people are 
more likely to be anxious before a public speaking situation than 
others.° In contrast, situational anxiety is anxiety that results 
from situational factors such as having an audience, being in a 
high-pressure situation such as a job interview, or being unpre- 
pared for a speaking situation. Even the most outgoing and 
extroverted person will likely experience some anxiety before a 
major presentation at work that the boss is attending that could 
affect a performance review. Depending on the type of anxiety 
trait or state, the strategies for managing that anxiety will 
differ. 

Another interesting distinction among those who experience 
public speaking anxiety is whether their anxiety falls into a 
habituation pattern or sensitization pattern. Habituation is 
when there is a decrease in anxiety level after beginning to 
engage in the feared activity whereas sensitization 

is an increase in anxiety while engaging in the 
activity. For a speaker who leans towards habitu- 
ation, there might be a lot of nerves and anxiety 
leading up to the speaking situation, but as the 
presentation begins, the speaker becomes less 
anxious and more comfortable. In contrast, 
those who lean toward sensitization have 
anxiety leading up to the speaking situation 
that increases as the speaking begins and con- 
tinues to rise until the presentation is ending. 
The theory is that sensitizers are more sensitive 
to changes in their bodies, and stress symptoms 
such as increased heart rate or sweaty palms lead to 
even more anxiety.° It may comfort you to know that 

The majority of people are habituators; once they stand up 
and start speaking, their anxiety levels will decrease.® 


Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


29 


Chapter 2 


Presenting with Confidence 


Personal Report of Public Speaking Anxiety (PRPSA) 


Directions: This instrument is composed of 34 statements con- 


cerning feelings about communicating with other people. Indicate 


the degree to which the statements apply to you by marking whether 
you (1) strongly disagree, (2) disagree, (3) are undecided, (4) agree, 
or (5) strongly agree with each statement. Work quickly; just record 


your first impression. 


While preparing for giving a speech, I feel tense and 
nervous. 

I feel tense when I see the words “speech” and “public 
speech” on a course outline when studying. 

My thoughts become confused and jumbled when I am 
giving a speech. 

Right after giving a speech, I feel that I have had a pleas- 
ant experience. 

I get anxious when I think about a speech coming up. 
Ihave no fear of giving a speech. 

Although I am nervous just before starting a speech, 
I soon settle down after starting and feel calm and 
comfortable. 

I look forward to giving a speech. 


When the instructor announces a speaking assignment in 


class, I can feel myself getting tense. 

My hands tremble when I am giving a speech. 

I feel relaxed while giving a speech. 

I enjoy preparing for a speech. 

Iam in constant fear of forgetting what I prepared to say. 

I get anxious if someone asks me something about my 
topic that I do not know. 

I face the prospect of giving a speech with confidence. 

I feel that [am in complete possession of myself while 
giving a speech. 

My mind is clear when giving a speech. 

I do not dread giving a speech. 

I perspire just before starting a speech. 

My heart beats very fast just as I start a speech. 

I experience considerable anxiety while sitting in the 
room just before my speech starts. 

Certain parts of my body feel very tense and rigid while 
giving a speech. 

Realizing that only a little time remains in a speech 
makes me very tense and anxious. 
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Personal Report of Public Speaking Anxiety (PRPSA) Continued 


While giving a speech, I know I can control my feelings of 
tension and stress. 

I breathe faster just before starting a speech. 

I feel comfortable and relaxed in the hour or so just before 
giving a speech. 

I do poorer on speeches because I am anxious. 

I feel anxious when the teacher announces the date of a 
speaking assignment. 

When I make a mistake while giving a speech, I find it 
hard to concentrate on the parts that follow. 

During an important speech, I experience a feeling of 
helplessness building up inside me. 

I have trouble falling asleep the night before a speech. 

My heart beats very fast while I present a speech. 

I feel anxious while waiting to give my speech. 

While giving a speech, I get so nervous I forget facts I 
really know. 


To determine your score on the PRPSA, complete the follow- 
ing steps: 


» Step 1: Add the scores for items 1, 2, 3,5, 9, 10, 13, 14, 19, 20, 21, 
22, 23, 25, 27, 28, 29, 30, 31, 32, 33, and 34. 

» Step 2: Add the scores for items 4, 6, 7, 8, 11, 12, 15, 16, 17, 18, 
24, and 26. 


Complete the following formula: PRPSA = 72 — Total from Step 2 + 
Total from Step 1. Your score on the PRPSA can range between 
34 and 170: 


34-84 indicates a very low anxiety about public speaking. 
85-92 indicates a moderately low level of anxiety about public 
speaking. 

93-110 suggests moderate anxiety in most public speaking situ- 
ations but not so severe that the individual cannot cope and be a 
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successful speaker. 

111-119 suggests a moderately high anxiety about public speak- 
ing. People with such scores will tend to avoid public speaking. 
120-170 indicates a very high anxiety about public speaking. 
People with these scores will go to considerable lengths to avoid 
all types of public speaking situations. 


You can also take the assessment online at: http://www.wadsworth. 


com/communication_d/templates/student_resources/05345 
5170X_sellnow/psa/main_frame.htm. 
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You may have noticed that the previous section mentions 
managing public speaking anxiety, not curing or overcoming 
it. The reality is that many people do get nervous about public 
speaking. Additionally, many occasions that require public 
speaking have situational factors that provoke anxiety. Imagine, 
for example, that you are giving a sales pitch at work to a poten- 
tial client. The high-stakes nature of this situation may lead 
to anxiety even if you typically have no problem with public 
speaking. Because of trait and situational anxiety, it is likely that 
you will continue to experience some level of anxiety at one time 
or another. This is why we focus on managing your anxiety so 
that it does not become debilitating. 


Situational Causes of Public Speaking Anxiety 


There are several situational factors that can lead to increased 
public speaking anxiety. By recognizing what these situational 
factors are, when you are facing them, you can develop better 
strategies for either minimizing or making the best of these 
factors. The following are some of the major situational reasons 
people may experience public speaking anxiety. 


\ Fear of failure: When asked why they are nervous to speak 
in public, many people will respond that they are afraid they 
will do a terrible job and fail miserably. Asked to describe 
their worst case scenario for giving a presentation, people are 
quick to describe scenes of completely forgetting what to say, 
tripping on stage, or making absolutely no sense. Because pre- 
sentational speaking occurs in public, not only is there a fear 
of not doing well, but the failure will be visible to the entire 
audience. When the stakes of a presentation are high, people 
will often experience an increased level of anxiety. 


\ Fear of judgment: This fear is similar to that of fear of fail- 
ure but arises from anxiety over what people in the audience 
will think of you as a speaker. A common reason students 
give for why a public speaking class such as this one makes 
them nervous is that they are being graded and assessed by 
the instructor.’ Some worry that audience members will deem 
them as incompetent, boring, or unskilled. The fear of judg- 
ment often correlates with who is the audience. A presentation 
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for superiors at work might cause more anxiety than a presen- 
tation to a group of peers. A toast at a wedding where several 
of your close friends and family are in attendance might be 
more nerve-wracking than a toast at an event full of strangers. 
In both of these cases, the judgment of certain audience mem- 
bers has greater weight than others. 


\ Lack of preparation: Imagine that you are taking guitar 
lessons and you are scheduled to perform in your first recital. 
Rather than spending the weeks leading up to the recital 
practicing and perfecting your piece, you wait until the night 
before and try to learn the song as quickly as you can. ‘There is 
a high likelihood that when you walk on stage to perform the 
next day, you will be even more nervous than you normally 
would be because you do not know your song well. If you had 
spent the weeks before practicing diligently and had mastery 
over the song, you would most likely still be nervous about 
playing for an audience, but at least you would have confi- 
dence that you have practiced and know your piece. Public 
speaking is no different. If you do not adequately prepare and 
give yourself enough time to plan a compelling message and 
practice it until you know the content well, you are going to be 
more anxious when you stand up to present. 


A helpful tip to manage your speaking anxiety and improve your 
presentation is to practice in front of an audience. When Actress Ruth 
Livier was asked to speak to the Senate Judiciary Committee, she was 
incredibly nervous. She was used to being on camera, but delivering live 
testimony to some of the most powerful lawmakers in the country was 
not a situation she had ever experienced. To help cope with her nerves, 
she actually practiced her presentation for her cab driver on the way to 
the Capital building. Do you think her practice helped? How would you 
rate her performance? 


C-SPAN 


CSPANS 


https://cs.pn/2XEVWIO 
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\ Lack of experience: When we are just learning how to 
do something or are doing it for the first time, we are often 
anxious. We are hyper-aware of the limitations of our skills. 
If you do not have a lot of experience in standing up in front 
of people or in delivering formal presentations, you are more 
likely to be anxious when you are asked to do so. Going back 
to our guitar example, someone who has been playing for 
over 15 years is much less likely to have anxiety about per- 
forming than someone who has only been taking lessons for 
six months. 


When we see someone who 1s a skilled speaker, it is easy to assume that 
they are naturally talented or have always been that way. In reality, 
they most likely had to work on becoming an accomplished speaker and 
probably suffered from a bit of speaking anxiety themselves when they 
first started to deliver presentations. Watch these two clips of former 
President Barack Obama. The first clip from 1998 is when Obama was 
an Illinois State Senator and spoke at a State of the Cities panel. The 
second, from 2019, 21 years later, is from his speech commemorating the 
50th anniversary of the Selma March. What differences do you notice 
between Obama’s two presentations? How did time and experience 
change his presentation style? 


C-SPAN 


ay, 


q ‘SELMA: 50 YEARS LATER 
A Commemorative Ceremony 


https://cs.pn/2KNOgSd 
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Symptoms of Public Speaking Anxiety 


When you start to feel nervous about a presentation, speaking 
anxiety is often accompanied by physical symptoms. This 1s 
because of the phenomena known as fight-or-flight response, 
or heightened arousal. When humans are confronted with a 
perceived threat, the brain floods the body with stress hormones 
including adrenaline and cortisol that increase a person’s heart 
rate and blood pressure and provide a burst of energy to smooth 
muscle tissues. These hormones prepare the body to either flee 
from the threat or confront it head on. As a person springs into 
action to alleviate the threat, the hormones are used to get the 
person to engage in the activity that will be most beneficial to 
their survival. Once the threat is gone, he or she is able to return 
to a calmer state of being because the hormone levels return 
to normal. 

From an evolutionary perspective, this 1s a great adaptation. 
When a caveman faced a threat, it was usually something life 
threatening such as a wild animal, and the only options for 
survival were to either escape the threat or to fight it. In modern 
times, the threats we face are rarely life threatening, such as giv- 
ing a speech in public, but the body’s reaction is the same. This 
means that if you are getting ready to give a presentation, your 
flight-or-fight response kicks in. Your body is literally preparing 
to either run away or engage in a physical altercation. Because 
neither of these is an option in the case of giving a presentation, 
you are left with a lot of stress hormones surging through your 
body. Because you are not doing anything to physically alleviate 
the effect of those hormones, you may experience jitteriness, 
shortness of breath, and dry mouth. 


Common Physical Symptoms of Public Speaking Anxiety 


» Dry mouth » Upset stomach 

» Red face » Shaking 

» Sweating » Shortness of breath 
» Feeling jittery » Increased heart rate 
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These symptoms may start to arise as soon as one starts to 
even think about an upcoming speaking event, and symptoms 
may intensify up until and during the actual presentation. In 
addition to the physical symptoms listed in the previous box, 
some mental symptoms may include feelings of panic, an increase 
of negative thoughts, or difficulty focusing. Because blood is 
rushing to your limbs to help you physically avert the threat, 
your brain may not feel like it is operating optimally. 


Strategies for Coping with 
Public Speaking Anxiety 


Even though public speaking anxiety is a very real and common 
thing, there are numerous strategies and techniques that have 
been proven to reduce overall feelings of anxiety. 

The first set of strategies focuses on alleviating or minimiz- 
ing some of the specific symptoms. Since the majority of the 
symptoms are caused by having too many stress hormones in 
the blood stream, any sort of physical activity you can do to 
use them up is helpful. Before your presentation, a quick 
walk down the hall or standing up to get a drink can 
release some of your built up energy. If you are 
feeling jittery when you stand up to present, be 
sure that you are not holding a sheet of paper 
or a pen that will magnify the movement of 
your hands. Incorporating movement into 
your presentation, if appropriate, is another 
way to release energy while speaking. 

When we are stressed, we tend to take 
short, rapid breaths. This is your body’s 
attempt to actually take in more air than 
it needs, and this can leave you feeling light- 
headed. If you feel yourself getting short of breath, 
you should consciously slow down your breathing by 
counting to five as you inhale, holding your breath for 
a count of seven, and then slowly exhaling. Be sure as you 
are breathing that you can feel your stomach expanding as this 
indicates you are taking full breaths. Not only is deep breathing 
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calming and proven to reduce physical symptoms of arousal such 
as an increased heartrate, but also a fully oxygenated brain will 
function better. 

During a period of extreme stress, your body diverts blood 
flow from your digestive system, as these are considered less 
essential survival functions. This is why you may experience dry 
mouth or an upset stomach when you are nervous. If you know 
you are prone to dry mouth when you get nervous, be sure to 
keep a bottle of water nearby, and take small sips throughout 
your presentation. 

The next set of strategies goes beyond just dealing with 
specific symptoms and is designed to combat the underlying 
communication apprehension you feel so you are more comfort- 
able when faced with a public speaking situation. Utilizing one 
or a combination of the following strategies can help you manage 
both your trait and situational anxiety. 


Prepare and Practice 


This strategy is so simple and straightforward that you might 
wonder why it is even included. It is included because, as we 
learned earlier, even though lack of preparation is one of the 
leading causes of public speaking anxiety, many people do not 
give themselves the time they need to prepare and practice their 
presentation or speech. A 2006 study of college students found that 
the majority of students procrastinated when it came to prepping 
for a presentation for speech class, and many reported cram- 
ming the night before to try and learn the material. ‘This same 
study found that there was a direct 
correlation between the amount of 


; Many people do 
time students spent preparing for : 
their presentations and their grades.® not give themselves 
Preparation can be especially helpful the time they 
in dealing with the anxiety that arises need to prepare 


when there is a lot riding on a pre- : : 
sentation, such as earning a grade in and practice their 
class or trying to secure a new client presentation 
at work. If you wait until the night or speech. 
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before a big presentation to write and practice, it is likely that 
you will not know your material as well as you should, and this 
can lead to additional stress and anxiety. 

When it comes to practice, though, not all practice is equally 
helpful. The most effective practice sessions are those that most 
closely simulate the actual speaking situation. Sitting at your 
desk reading through your presentation silently may help you 
to learn your message, but giving a great presentation involves 
far more than simply being able to remember the words you 
want to say. The more you act as you will in the actual speaking 
situation, the more comfortable you will be when it is time to 
present, as your body and mind will feel as if you have been there 
before. In sports, trainers often talk about muscle memory which 
is the concept that the more your body engages in a physical 
activity, the more easily it can do that activity, as your muscles 
remember the training and can do the required movements 
almost mindlessly. Similarly, in speaking situations, if you have 
physically walked through your presentation, your body will be 
more likely to remember what it should do.” 

When practicing for a presentation, there are a few best 
practices to keep in mind. Practice saying your speech aloud so 
that you can practice your tone and speaking rate. Rather than 
sitting in a chair, stand like you would during a presentation 
and practice using your visual aids to help you remember when 
to use them. Practice with the notecards you plan to use during 
your presentation instead of practicing with your full outline or 
manuscript. This will help you to more effectively learn your 
presentation, and your note cards will serve as adequate remind- 
ers while you are speaking. Consider practicing where you are 
giving your presentation if possible, so you are familiar with the 
space. Ifat all possible, it is always good to practice before a small 
audience. Even if it is just a roommate or friend, practicing in 
front of people is the best way to help you get comfortable having 
an audience look at you and allows you to practice things such 
as eye contact. Again, even though this is a simple strategy, it is 
incredibly effective at not only reducing speech anxiety, but in 
elevating the quality of your presentation.'°"! 
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Skills Training 


A primary reason that people feel anxious about public speak- 
ing is they fear that they will not be good at it and will fail at 
their attempts. Skills training in the form of workshops, 
coaching, and courses like the one you are in now have been 
proven to reduce speakers’ overall anxiety, as well as improve 
their public speaking abilities. By developing the skills required 
to give an effective presentation such as message composition 
and delivery skills, you can feel more confident and less fearful 
of failure and negative judgment.'*!’ Skills training is so valu- 
able that many people will spend a lot of money and time on it. 
In 2016, executives could enroll in a two day public speaking 
workshop offered by the Dale Carnegie Training Center for 
$1,800. Toastmasters, a group that members join to develop their 
communication and speaking skills, is a global organization with 
chapters in over 142 countries. Professionals who recognize the 
importance of excellent speaking skills often join Toastmasters to 
gain the knowledge and skills needed to succeed in their career 
fields. This requires a weekly commitment to attend meetings 
and includes a hefty membership fee. 


Systematic Desensitization/Exposure 


A common technique therapists and psychologists use when 
patients have an extreme fear of something, such as flying or 
spiders, is exposure therapy, or systematic desensitization. 
Patients are slowly exposed to low levels of the threat with the 
first exposures being as non-threatening as possible. A person 
terrified of flying, for example, might first watch videos of people 
flying or even just view pictures of airplanes. As the patient gets 
better able to cope with the threat, the exposure level increases 
until the person is able to get on a plane and fly. Similarly, people 
with a high level of public speaking anxiety can slowly work their 
way up to a public presentation. Take, for example, Damion, 
a student enrolled in a public speaking class who feels sick to 
his stomach at the thought of being asked to answer a question 
in front of the class. First, he might be asked to just imagine 
himself giving a presentation and be encouraged to try calming 
techniques such as deep breathing while doing so. The next step 
might be answering questions in class while seated at his desk. 
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Exposure would progress to standing up in a front of a group and 
introducing himself and then to presenting to a smaller group of 
two to three classmates rather than the entire class. Eventually, 
with repeated exposure to the threat and the recognition that he 
survived the threat, Damion will be able to get up and give a for- 
mal presentation to an audience. Studies have repeatedly found 
that systematic desensitization is a highly effective treatment for 
public speaking anxiety'**'® which lends credence to the advice 
that the more you do it, the easier it will become. 

A recent development in treating public speaking anxiety 
with systematic desensitization is the use of virtual reality and 
virtual audiences. Instead of practicing or presenting in front of 
an actual audience, speakers present in front of video footage 
of an audience or to computer-generated avatars. Some audi- 
ence simulators are so advanced that the computer-generated 
avatars will change their reactions based on what the speaker 
is saying and how the speaker 1s saying it. Studies have found 
that virtual audiences can arouse similar stress reactions to an 
actual audience, and practicing in front of a virtual audience can 
greatly reduce the anxiety speakers feel when later addressing a 
live audience.'7"® 


Visualization 


Visualization is a technique used by many elite performers, 
from athletes to musicians, in which they repeatedly imagine 
themselves going through a performance successfully. Three- 
time Olympic gold medal winners, Misty May-Treanor and Kerri 
Walsh Jennings, who dominated the 
beach volleyball scene, credit visual- 


The secret ization as a key factor in their success 

to successful as visualization helps them to be calm 
visualization is in the moment and stay focused on 
imagining yourself their play.'* The secret to successful 


: visualization is imagining yourself 
going through all going through all of the steps for your 
of the steps for presentation, from approaching the 


your presentation front of the room, to going through 
the main points of your presentation, 
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to your presentation ending well. The second key is to visualize 
yourself being successful. When nerves kick in, it is easy to visual- 
ize yourself making a mistake, but effective visualization focuses 
on seeing yourself at peak performance.'"?"”! 


Cognitive Restructuring 


Cognitive restructuring is similar to visualization in that it 
relies on positive thoughts, but instead of visualizing the speaking 
situation, this technique involves replacing the negative thoughts 
a person has about public speaking and his or her public speaking 
skills with more positive thoughts. For example, Chen knows that 
she will be giving an update on her team’s marketing plan at the 
next staff meeting. Chen is very nervous about public speaking 
in general and especially presentations like this one where her 
superiors and coworkers are present. In the days leading up to 
the presentation, she repeatedly says things to herself like, “I hate 
giving presentations,” “I am sure I will screw this up,” and “Iam 
a terrible speaker.” When using cognitive restructuring, she 
would replace those negative thoughts with more positive ones 
such as, “Presentations are an important part of my job,” “I will 
do a good job,” and “I know what I am talking about and will 
give a great presentation.” The theory behind this method 1s that 
the way we think and talk to ourselves greatly influences our 
mental state and our behavior.” 

Another useful trick is to reframe the way you think about 
your public speaking anxiety. In general, we tend to perceive 
public speaking anxiety as a negative thing, and the desire is 
often to rid ourselves of that anxiety. As we learned earlier in 
our discussion of fight-or-flight syndrome, your body’s response 
to a perceived threat is intended to make you more capable of 
effectively handling that threat. The increased adrenaline can 
be used to your advantage when you are anxious before giving 
a presentation by giving you a boost of energy that can make 
your delivery more intense and engaging. Studies have found 
that acute stress, the kind of stress often experienced when going 
into a presentation, actually enhances memory and learning.” 
Many athletes and performers will tell you that if they are not 
feeling anxious before a game or show, something is off, and 
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their subsequent performance will be flat and not up to par. One 
way to frame your anxiety is as excitement rather than nerves.” 
Although many of the symptoms of excitement, such as jitter- 
iness, increased heart rate, and butterflies in the stomach, are 
similar to anxiety, excitement has positive rather than negative 
connotations. The way we think about stress is referred to as 
stress mindset. People who view stress as being beneficial and 
performance enhancing versus being harmful and debilitating 
not only perform better on work-related tasks but also have fewer 
negative physical side effects.”° 

Another form of cognitive restructuring is changing how you 
think about your audience and the purpose of your presentation. 
Because you are the one speaking, and you are the one in front of 
the group, it is easy to focus on yourself and your performance. 
When focusing on yourself, it is easy to get nervous about how 
you will look, what mistakes you might make, or how your audi- 
ence will perceive you. Instead of thinking about your audience 
as an entity that is there to judge and evaluate you, think about 
your audience as being there because they need something from 
you. Before your presentation, think about what your audience 
needs. Do they need information from you, do they need to be 
entertained, do they need to learn something? By shifting your 
focus on to your audience and what you can do for them, you 
have less mental space to worry about your performance. 


Present More Frequently 


If speaking in public makes you nervous, this tip may not be 
your favorite, but it is a great way to get more comfortable. As 
we discussed earlier in the section on systematic desensitization, 
repeated exposure to a perceived threat can minimize your 
anxiety. The more opportunities you have to speak in a front 
of a group, the more opportunities you have to develop your 
skills and to recognize that you can survive presenting to people. 
Instead of trying to avoid presentations, look for ways that you 
can practice your presentational skills. 

Using any or a combination of the above techniques is a 
great way to manage your public speaking anxiety, whether it 
is pervasive and you have trait anxiety, or you occasionally feel 
anxious when faced with certain speaking situations. Even if you 
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are feeling anxious about speaking, it is important to deliver your 
presentation in a way that conveys confidence and comfort to the 
audience, even if you are not feeling entirely confident and at ease. 
In the next chapter, we will look at the many factors that com- 
prise speech delivery and tips for optimizing these components. 


Chapter Summary 


In this chapter we looked at the prominence of the fear of public 
speaking, some reasons for this fear, and more importantly, sev- 
eral strategies for managing this fear so that it does not interfere 
with your ability to deliver a great presentation. 
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Delivering with Skill 


Objectives 
After this chapter you will be able to: 


\ Identify the key elements of effective speech delivery. 
\ Explain the four main delivery styles. 


\ Demonstrate effective delivery techniques for presenta- 
tional speaking. 
\ Understand verbal and nonverbal aspects of delivery. 
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What is the most important quality in a pres- 
idential candidate? Is it their political savvy, 
their understanding of foreign affairs, their 
domestic agenda, or their speaking ability and 
charisma? ‘This is a question that has multiple 
answers, as it depends on who you are asking. 

hups//espn/278Xywh When Hillary Clinton won the Democratic 
nomination for president, she made history for being the first 
female nominee for a major political party. Her acceptance 
speech received mixed reviews. As you watch a portion, consider 
the following questions: 


\ What do you think of her delivery style? 

\ What were positive aspects of her delivery? 

\ Were there any areas you would suggest for her to improve her 
delivery style? 

\ Do you think a person’s gender influences the expectations of 
an audience regarding their delivery style? 
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Delivery Styles 


Whenever you are in a speaking situation, whether it is a formal 
presentation in class, a project update at work, or a casual con- 
versation about something funny that happened at last week’s 
football game, the ultimate goal is to tell your story in a way 
that connects with your audience. As important as your words 
are, In some ways, the way you tell your story is even more 
important. The delivery of your message, the tone of your voice, 
the gestures you use, and even the way you stand influence your 
audience’s perception of your credibility, your likeability, and 
your trustworthiness. 

When you consider figures throughout history who have 
been considered great orators, in addition to their skill in crafting 
messages that resonated with the audiences, they were extremely 
skilled at presenting their messages in ways that were engaging 
and captivating. Former President Ronald Reagan, nicknamed 
the “great communicator,’ was able to use his acting skills 
to speak to large crowds in a way that both entertained and 
conveyed confidence and skill. Renowned civil rights activist, 
Reverend Martin Luther King Jr., is remembered not only for 
his poetic and inspiring words but also his distinct delivery style 
which included a southern rhythm and cadence that connected 
him to his audience.' 

Former President Barack Obama was catapulted to the 
national spotlight after giving a public address at the Democratic 
National Convention when he was a new Senator from Illinois. 
Like other great speakers, he was considered a wordsmith, but 
additionally, his delivery style was one that connected him with 
the audience and helped the nation feel hopeful and encouraged? 
at a time when many Americans were struggling. 
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Even if you never become a famous orator or address a 
nation or crowd of thousands, the way you deliver a presentation 
is critical because your language choice is only one component 
of communication. You may have the most interesting story to 
share, but if you stumble as you tell it, sound bored, or use dis- 
tracting hand gestures, your story will lose its impact. Nonverbal 
messages including tone, facial expressions, gestures, and posture 
are essential for helping message receivers fully understand what 
is being communicated. One often cited statistic is that over 90 
percent of a message is conveyed nonverbally.’ While the number 
has been somewhat debunked as it is difficult to quantify the 
impact of nonverbal messages, communication scholars agree 
that nonverbal communication serves several functions in the 
communication situation. Because nonverbal communication 
serves so many functions, your delivery skills can influence audi- 
ence perceptions of your credibility, help you develop rapport 
with your audience, and impact the assessment of your overall 
message.*? 

Before we look at the specific elements of speech delivery, 
we will first discuss the four primary delivery styles used for 
presentations: memorized, manuscript, impromptu, and extem- 
poraneous. Each of these styles has its own strengths, challenges, 
and limitations, and the situation in which you are speaking will 
often dictate which style you will use. 


Memorized 


When using memorized delivery, you use the same techniques 
you would use if you were in a play and had to memorize your 
lines. Although it may be tempting to memorize your presen- 
tation so you can be sure to include all of your wanted points 
and not have to worry about looking 
at notes, speaking from memory can 


Memorized be very challenging. The negatives 
speeches lack of this style usually outweigh the 
spontaneity and benefits. Memorized speeches lack 

2 daptability. spontaneity and adaptability, which 


makes them sound rehearsed rather 
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than conversational. One of the major risks of memorizing a 
presentation is forgetting a line and not being able to regain 
your place in the presentation. Because of these drawbacks, this 
technique is rarely recommended, but when you are giving a 
short toast or introduction, this style can be useful. 


Manuscript 


Manuscript delivery is when you write out your presentation 
word for word and read from your script when giving your pre- 
sentation. This style is most commonly used for formal speeches 
when it is important for a speaker to say the exact words 
that were written. When a politician gives a public 
address such as the State of the Union or the 
State of the State, often he or she will use a tele- 
prompter and read the prepared speech. Other 
occasions that might call for a manuscript 
include commencement addresses, official 
testimony in front of a legislative body, or 
any time that your words will be recorded 
as part of an official record. While it might 
be tempting to use this style, as many people 
are nervous about forgetting a part of the pre- 
sentation, it is very challenging to read from a 
script without sounding like you are reading to the 
audience rather than speaking to them. Eye contact 
is also challenging for those who do not have the benefit 
of a teleprompter. When using a paper manuscript, the speaker 
needs to look down to read the text. With limited eye contact and 
a vocal tone that does not sound like genuine conversation, it can 
be difficult for speakers to connect with the audience. If you are 
in a situation where you will be delivering from a manuscript, 
here are a few tips to improve your presentation: 


\ Make sure your manuscript is legible and easy to read. 
\ Use a large font and extra spacing between lines. 


\ Use wider side margins so your eyes do not have to travel as 
far when you move to the next line. 
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\ Practice varying your tone and rhythm. 

\ Look up at the audience at the end of sentences and between 
paragraphs. 

\ Mark your spot in the manuscript when you look up so you do 
not lose your place. 


Impromptu 


In many ways, impromptu speaking is the complete opposite of 
speaking from a manuscript. bmpromptu speaking is when 
you are asked to speak before a group without any notice or time 
to prepare. Situations like this are more common than you may 
think. ‘Take, for example, a recent reception for a group of grad- 
uate students from the communication department at a large 
university. Each graduate was asked to introduce themselves to 
the group and share a little bit about their research interests. 
It was not a high-pressure presentation, but it did require each 
person to stand up and talk for a minute to a group of about 50 
people. Other situations where your impromptu speaking skills 
might be called upon include giving a project update at work, 
sharing a story at a family gathering, or discussing your expe- 
riences on a relevant topic at a community meeting. For many 
people, impromptu situations are especially nerve-wracking as 
they do not like being put on the spot. Their nerves often make 
it difficult to put together their thoughts, and this can lead to a 
disorganized and rambling presentation, as it can be hard to 
think of something to say. 

Here are some tips for successfully delivering an im- 
promptu presentation: 


\ Anticipate situations when you might be asked to speak such 
as staff meetings or at organization meetings. 


\ Take a minute to breathe and gather your thoughts before you 
speak. 


\ Determine two or three key points you want to convey. 
\ Keep it short. 


\ Have a clear conclusion even if it is as simple as saying thank 
you. 
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Extemporaneous 


This last delivery style, extemporaneous speaking, is when 
you spend time practicing, but you have not memorized 
what you are going to say, and you do not speak from 
a manuscript. Instead, you prepare an outline 
or notes with your main ideas and supporting 
examples and work from that to develop and 
practice your presentation. Because you are 
not speaking from memory or a script, your 
presentation is more flexible, and you will 
sound more conversational and natural while 
presenting. Because you are not bound to a set 
script, you can respond to audience feedback 
and adapt your message as needed. This is a 
very common delivery style, and it is frequently 
used in business presentations, where you prepare 
your material and message but do not go into the 
meeting with a word-for-word script or a memorized 
monologue. The way that many of your instructors lecture 
during class is another example of extemporaneous speaking. 
Here are some tips for successfully delivering an extempora- 
neous presentation: 


\ Organize your thoughts and ideas ahead of time. 


\ Limit the amount of writing on your notes so you are not 
tempted to read. 


\ Practice so you are familiar and comfortable with your 
material. 


No matter what delivery style you are using, there are 
common elements of delivery that will either enhance or detract 
from your message. These elements can be broken down into 
three categories: physical, verbal, and general delivery. In the 
following section, we will look at the components of each of these 
categories and discover tricks and tips for using these components 
to enhance your presentation. 
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Physical Delivery 


When you present in front of an audience or tell a story to a 
group of friends over dinner, there is a high likelihood that the 
people you are speaking to can see you, which is why the way 
you stand, your facial expressions, and your gestures are such a 
critical component of your delivery style. Imagine for a moment 
that you are attending a workshop focused on developing your 
leadership skills. As you sit waiting for the session to begin, you 
notice the session leader is at the front of the room wearing 
clothes that are slightly wrinkled, has a frown on her face, 
repeatedly twirls her hair with her finger, and shuffles through a 
messy stack of papers with her other hand. Before she has even 
spoken a word, and before you have had a chance to read her 
bio, you have started to form an impression of her based on her 
nonverbal communication, and it is quite likely that your impres- 
sion is less than positive. Maybe you think she is unorganized, 
unprofessional, anxious, or unfriendly. Your impression may be 
completely wrong, but it is important to remember that your 
nonverbals start communicating as soon as people can see you, 
even if you haven’t uttered a word. ‘This means you need to be 
aware of what your body and face are doing as soon as you enter 
the speaking situation. In the following sections we will look at 
different components of physical delivery and discuss tips for 
effective physical delivery. 
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Eye Contact 


A traditional English proverb states, “The eyes are the windows 
to the soul.” In many Western cultures, including the United 
States, a high value is placed on looking people in the eye when 
speaking. When a person avoids eye contact, it can be perceived 
as being dishonest, rude, or uncomfortable.*° Additionally, eye 
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contact is a way to indicate to a person that you are engaged in 
the conversation. A study from the University of Miami found 
that when we are listening to someone, 43.4 percent of our atten- 
tion is focused on the eyes. Researchers at Cornell University 
found that shoppers were much more likely to purchase a box of 
Trix cereal when the rabbit on the box was drawn with the eyes 
looking directly at the consumer than when the eyes were drawn 
looking down. Clearly, eye contact is a central component of 
communicating with your audience. 

Because of its importance, when you are speaking to a 
Western audience, it is essential that you not only look at your 
audience but that you engage in meaningful eye contact with 
them. There are, however, some barriers to making eye contact. 
If you are relying too heavily on your 


notes and have to read the majority of A traditional 
your presentation, it will be difficult : 

to look at your audience. Another English proverb 
barrier is nerves. Making eye contact states, “The eyes 
can make you more aware of your are the windows 


audience, which can increase anxiety. 
To overcome these barriers, you may 
have been given the advice to pick a 
spot on the wall and stare at it or to look at people’s foreheads 
instead of their eyes. This advice, while well intentioned, is not 
effective. People are very aware of eye contact, and if you are 
staring at their foreheads instead of looking into their eyes, they 
will know. Another strategy people will use is to pick one person 
in the audience, usually someone they know, and look at that 
person throughout the presentation. Again, this is not a great 
strategy, as other members of the audience will feel as if you are 
ignoring them. 

When speaking to a group, you need to scan the room and 
be sure you are looking at all places in the room. For a very large 
group it will be impossible to actually look each individual per- 
son in the eye, but you can spend extended time looking at each 
area around the room. Former President Bill Clinton explained 
that whenever he 1s addressing a large crowd, he does not think 
about talking to hundreds or thousands but instead focuses on 
talking to one person at a time. For each thought or sentence he 
says, he picks one person in the room, talks to him or her for that 
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thought, and then moves to the next person. This strategy allows 
him to have meaningful and extended eye contact around the 
room and, as a bonus, alleviates some of the stress that comes 
with trying to speak to such a large group.’ 


An important thing to understand about delivery is that it influences 
your audience’s reception of your message. You may have interesting 
information and a compelling message, but if it is presented poorly, 
the strength of your message may be lost. As you watch this clip of 
Representative Corrine Brown, consider how her delivery style influ- 
ences your reception of her message? What, if any, advice would you 
give her on her delivery? 


C-SPAN 


https://cs.pn/2lanm3r 


It is important to recognize that the norms and expectations 
regarding eye contact are culturally based. In many Hispanic, 
Native American, Asian, and African cultures, direct eye contact 
is perceived as being rude or disrespectful, especially when some- 
one with less power is addressing a superior. If you are giving 
a presentation in another country or to a group from another 
culture, you should be aware of these norms. Additionally, if 
you are listening to a speaker from a different culture, be careful 
about making judgments about his or her honesty, credibility, 
and trustworthiness based on his or her eye contact. 


Posture 


Good posture is not only good for your spine and alignment, 
but the way you stand can convey confidence, power, or lack 
thereof. If you are slouching with your hands in your pockets, 
you may come across as being disinterested or bored, whereas if 
you stand up with your legs spread widely apart with your arms 
crossed, you might be perceived as angry or aggressive. One 
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thing to consider when you are standing and speaking is whether 
you are using open posture or closed posture. The two 
previous examples of slouching and crossed arms are both 
closed poses; closed poses cut off your connection to the 
audience. Open postures, on the other hand, are 
those with your arms at your sides, your shoulders 
held back and relaxed, and your head held high. 
Whether or not you realize it, the way that you 
stand influences how people perceive your 
capability and credibility, and your posture 

can send a subtle message to others about 

your approachability and your willingness to 
é engage in conversation. If you were lost when 
visiting a new city, who would you approach to 

ask for directions: A man waiting at the bus stop 
who is leaning forward with his arms crossed and 
staring at his feet, or the man sitting next to him on 
the bench with his hands resting in his lap looking at 
the passing cars? You would probably choose the second 
man because his overall posture is more open and more 


inviting. 

So you may be wondering how you should stand in 
a way that is both open and professional. The first 
thing to consider is your spine. You want to hold 
your backbone as straight as possible, extending 
from your lower back up through your head. 
Push your shoulders slightly back while keep- 
ing them relaxed. When feeling anxious or 
uncomfortable, many people hunch their 
shoulders inward. Pushing your shoulders 
back will open up your chest and prevent you 
from closing yourself off or looking like you 
are trying to hide yourself from the audience. 
Another important thing to consider is how you 
are distributing your weight on your feet. Avoid 
resting all of your weight on one leg and standing 
with your hip cocked or standing with your legs crossed. 
Instead, stand with your feet slightly apart and your weight 
evenly distributed. Be sure not to lock your knees, as this can cut 

off your blood flow and lead to you feeling light-headed. 
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Another interesting idea about posture that has become more 
popular in the last few years is the work of social psychologist 
Amy Cuddy on what she terms power poses. Her work posits that 
there are certain poses, including what she calls the superman pose 
where you stand tall with your arms straight in front of you, that 
actually increase your confidence and calm your nerves.® She 
does not recommend using these poses on stage—it might look 
strange to your audience if you were to stand with your arms and 
legs out in an X shape—but instead, stand in a power pose for 
a minute or two prior to your presentation to help you feel more 
confident. Her original research found that standing in power 
poses actually increased levels of testosterone in the body, thus 
boosting confidence. More recently, additional research has failed 
to replicate this finding, but even without the hormonal changes, 
those who use power poses report a positive mental change in 
their levels of confidence and a reduction in anxiety.’ In addition 
to striking a power pose before you speak, you can apply these 
concepts to the way you stand on stage. One similarity among 
the power poses is that the body is standing tall and taking up 
a large amount of space. By standing tall as you are speaking, 
keeping your shoulders open and broad, and gesturing widely, 
you can help increase your physical feelings of confidence. 


Movement 


Depending on the speaking situation and the physical environ- 
ment in which you are speaking, movement may be more or less 
a part of your delivery style. Movement is another way to convey 
your confidence and power when used correctly. One reason that 
movement works as a delivery tool is because in many situations, 

the people who have the most power 

or control in a situation are those 


Movement is a who are able to move. ‘Think about a 
way to convey traditional classroom. Who is free to 

. get up and move, the instructor or the 

your confidence students? The answer is the instruc- 
and power when tor. When you are speaking in front 
used correctly. of a group, you can use movement to 


demonstrate your power, to take up 
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space in the room, and to add visual interest. Not all movement 
is positive, however. Many people will pace back and forth, cross 
and uncross their legs, or sway from side to side when speaking 
because of nerves. This type of movement is distracting and 
annoying to the audience. So how can you use movement to your 
advantage? One strategy is to walk or move as you transition 
from point to point. When you are making a key point, moving 
towards the audience can add emphasis. Moving to explain 
and highlight key features of your visual aids is another way to 
incorporate movement that is purposeful into your presentation. 


Gestures 


When you are speaking, you may find that you naturally move 
your hands without even thinking about it. This is because 
gestures are a fundamental way that we communicate. Gestures 
are beneficial in conversation and presentations because they are 
a visual component and engage the audience with the message 
both auditorily and visually.'® In 2015, a behavior consultancy 
firm, the Science of People, conducted a study to determine what 
factors of delivery style contributed to a TED Talk going viral. 
After analyzing the different communication factors used by the 
speakers, both verbal and nonverbal, the consultants found that 
talks in which the speakers used more hand gestures were rated 
more highly by observers and were more likely to have more 
views. One of the theories for this connection is that use of hand 
gestures makes a speaker seem more charismatic and engaged. 
In addition, gestures help us think. In fact, the use of gestures has 
been shown to improve memory since they serve as a connection 
between physical movements and words—making recall easier."! 

The categories of gestures used in communication include 
the following: 


\ Emblems: These are gestures that have a specific mean- 
ing such as thumbs up for good or thumbs down for bad. It 
is important to note that emblematic gestures are culturally 
based, and some gestures have different meanings around 
the world. 
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\ Adaptors: These are gestures that people use when they feel 
anxious or uncomfortable such as fiddling with a pencil, rub- 
bing an arm, or tapping a finger. 

\ Descriptors: These gestures are used to visually convey 
the words that are being spoken such as indicating the size of 
something with your hands or holding up fingers to illustrate 
numbers. 


\ Emphatics: These are gestures that add emphasis to your 
message or convey an emotion or mood such as shaking your 
fist when you are angry or hitting the table to emphasize 
a point. 


Like many of the elements of physical delivery, the effective 
use of gestures can enhance your presentation by adding visual 
interest and increasing understanding, but the ineffective use, or 
lack of use, can harm your overall evaluation by the audience. 

One challenge that many people face when standing up to 
speak or give a presentation is not knowing what to do with their 
hands, so they clasp them together behind their backs, shove 
them in their pockets, or hold their arms rigidly by their sides. 
The downfall to this strategy is that it limits your ability to ges- 
ture naturally, and the audience may perceive you as being 
stiff or robotic. Like we talked about in the above discus- 
sion of posture, when you are ready to speak, hold 
your arms comfortably at your sides so that you 
are free to move. If you feel uncomfortable or are 
not sure when to gesture or what types of ges- 
tures to use, start with the most basic move- 
ments such as pointing to something on your 
visual aid or using descriptive gestures to 
illustrate concepts such as size or length. 

The opposite of speakers who never 
gesture are those who gesture too frequently 
without purpose. Many times out of habit or 
nerves, a person will make a certain gesture 
repeatedly such as moving a hand in a circular | 
motion or making a chopping motion with an arm. / 
There is no meaning attached to this gesture, and due 
to its repetition, it can easily distract your audience. You might 
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not be aware of using these types of repetitive motions, so a 
good way to get a handle on these is to either record yourself 
speaking or ask a friend, coworker, or instructor to give you 
feedback on how often you use certain movements. When 
you are speaking, concentrate on only using gestures that 
have meaning; use a gesture to illustrate a concept in your 
presentation and try to use emphatic gestures only once per 
main point so that the gestures will actually provide emphasis. 
Another distracting type of gesture is an adaptor which is 

a form of self-soothing. When your body is stressed, which often 
happens during speaking situations as we discussed in the previ- 
ous chapter, adaptors are a way for the body to restore equilib- 
rium and calm itself. The problem with using adaptors 1s that the 
repetitive movements can be distracting to the audience and can 
also indicate to the audience that you are nervous or uncomfort- 
able. ‘To help yourself not use adaptors, there are two basic 
strategies you can employ. If your adaptors include fidgeting 

with something, such as a twirling a pen or twisting 

your hair, remove those things from your speaking 
situation. Don’t hold any extra objects in your 
hand or pull your hair back. If your adaptive 


gestures involve touching, rubbing, or tapping, 
you can replace the distracting gesture with a 
smaller, less distracting movement that still 
provides a calming effect. For example, if you 
tend to rub your arms or hug yourself, try 
standing with just your thumb and pointer 
finger touching. The sensation of these fingers 
pushing together can be just as calming as tap- 
ping and is not at all noticeable to your 
audience." 
Here are a few tips for using gestures to your 
advantage: 


\ Imagine you have drawn a box around your torso from your 
shoulders to your waist. Make the majority of gestures within 
this square, as gestures outside of this box are seen as less 
in control. 
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\ Gesture with your palms facing upwards, as this is more open 
and welcoming. 

\ Stand with your arms relaxed at your sides so you are free to 
gesture. 

\ Practice using gestures in your presentation. While this might 
feel artificial at first, the more you practice, the more natural 
they will start to feel. 


Facial Expressions 


A fundamental way we communicate our mood and feelings 1s 
with our facial expressions. One of the interesting things about 
facial expressions, as compared to other aspects of communi- 
cation, is that many expressions are universally understood 
regardless of culture and language. Charles Darwin was the first 
to write about this idea, and while there have been later studies 
that show slight variations among cultures, expressions such 
as a smile universally communicate happiness, whereas raised 
eyebrows communicate surprise." 

When presenting, there are two key things to remember 
in terms of your facial expressions. The first is that your facial 
expression should match the content of your presentation. If you 
are talking about something sad or tragic like a recent natural 
disaster, it would be inappropriate to smile broadly. On the 
other hand, if you are talking about how great and exciting a 
new product is while frowning, there is going to be a disconnect 
between your message and the emotion you are conveying. The 
second thing to consider is that you generally want to have a 
pleasant and welcoming expression unless you are talking about 
something negative. Smiling is not only the universal way to com- 
municate happiness, but it also influences audience perceptions 
of your approachability, attractiveness, and credibility. People 
routinely evaluate smiling faces as more attractive, and more 
attractive speakers are seen as more credible and authoritative 
than less attractive individuals. Additionally, smiling people are 
viewed as more trustworthy," so it is always helpful to begin and 
end your presentation with a smile. 
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Appearance 


You may have heard the expressions “you cannot judge a book 
by its cover” or “it is what is on the inside, not the outside, that 
counts.” While both of these sayings hold many elements of truth, 
the reality is that your audience is making judgments about you 
and your message based on not just your words but also on how 
you look. Even if audiences should not judge you based on what 
you are wearing or what you look like, it is very possible they 
will. You should consider your audience and what impression you 
would like to make when planning what to wear. Think back to 
the example of the guest speaker at the beginning of this section. 
Now imagine that instead ofa slightly wrinkled shirt, the speaker 
is wearing a ripped pair of jeans and a faded sweatshirt. You 
might be surprised to learn that this is your speaker and not an 
employee at the workshop venue or an underdressed workshop 
attendee. Obviously, there is no connection between what the 
presenter is wearing and his or her qualifications or the quality 
of the presentation. People, however, make assumptions about 
someone based on their appearance. Studies have repeatedly 
shown that professional dress can increase audience perceptions 
of a speaker’s credibility, expertise, and professionalism.'”'° 
Two studies conducted on student assessments of graduate 
teaching assistants’ credibility and authority found that the 
more professional an instructor’s attire, the higher their ratings 
on course evaluations.” 

So what should you wear for a presentation? ‘The answer is 
that it depends on who your audience is and on the speaking 
occasion. A general guideline is to always be dressed as least 
as nicely and formally as your audience, and dressing slightly 
more formally can enhance your confidence and make a positive 
impression. If you are making a formal sales presentation at 
work, professional clothing such as a shirt and tie or dress pants 
and a blouse would be appropriate. You also need to consider 
your company or the company you are presenting to. If there is 
a more casual atmosphere, business casual may be more appro- 
priate. Regardless of what level of clothing you wear, it 1s always 
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important for your clothing to be ironed, clean, and tailored. 
Also, be sure that your hair is not covering your face so that the 
audience can easily see your eyes and facial expressions. 


Verbal Delivery 


This category of delivery components includes things that can 
be heard and are related to the voice. They are not the actual 
words that are said but the way they are said. Verbal delivery is 
especially important to master, as it is a factor in all presenta- 
tions including those where the audience cannot see you, such 
as podcasts, phone interviews, and some webinars. Like physical 
delivery, verbal delivery is something that you can work on and 
practice to develop your skills. In the following section, we will 
discuss the different elements of verbal delivery and techniques 
for using your voice more effectively. 


Rate 


When you listen to someone speak, they may be talking very 
quickly, making it difficult to follow and understand them. In 
other situations, the speaker may be talking so slowly that you find 
yourself getting impatient as you are waiting to hear the entire 
message. A speaker’s rate is how quickly he or she speaks and is 
typically measured in words spoken per minute. In the United 
States, the average person speaks between 110 and 150 words 
per minute. A 2010 study conducted by researchers at University 
of Michigan analyzed the speaking rates of telemarketers and 
found that speakers who spoke at a more moderate rate were 
more persuasive than those with a faster or slower rate. Speakers 
with a faster rate were seen as trying to trick the listeners in some 
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way, and those with a slower rate were perceived as being either 
less intelligent or condescending to the listener.'* When people 
get nervous, they tend to speak more quickly, so you need to slow 
yourself down if this is your tendency. 


Speed vs. Density of Different Languages 


Have you ever wondered why some languages sound like they are 
being spoken far more quickly than others? You might attribute 

this to the words being unfamiliar to your ear, but there actually 
is a difference in the speed languages are spoken that is not due to 
variations in accent or speaking style, but instead is due to the infor- 


. Anderson 


mation density of the language. Information density is measured by 
how much information is contained in an average syllable. In more 
information dense languages, fewer syllables are needed to convey 
information. Spanish, which is spoken at a faster rate than English, 
has a much lower information density; therefore, speakers need more 
syllables to convey the same amount of information as compared to 
other languages such as English or German. One of the most infor- 

mation dense languages is Mandarin, whereas the least information 

dense language is Japanese. Japanese is spoken at a much faster rate 


than most other languages while Mandarin is spoken at a much 


slower rate.!?,?° 


Volume 


When speaking to a group or making a formal presentation, it 
is important that you are speaking loudly enough that everyone 
can hear you but not so loudly that it makes your audience 
feel as if you are shouting at them. The key to speaking loudly 
enough for your audience to hear when you are speaking to a 
larger audience or in a larger space is to project your voice. The 
human vocal cords work when air flows over them, so in order to 
speak loudly, you need to have enough air, which requires you to 
breathe deeply. When you are nervous, you might find yourself 
breathing more shallowly, so it is important to take deep breaths 
not only to calm yourself but also so your audience can hear 
you. In very large rooms you may need to use a microphone to 
amplify your voice. Another reason to use a microphone is for the 
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benefit of audience members who are hearing impaired. While 
you may feel you can speak loudly enough, those with hearing 
loss may need the extra amplification a microphone supplies. 


Pronunciation and Enunciation 


Pronunciation is the way a word sounds when it is spoken. In 
any language, words have a pronunciation that is considered 
correct, and errors can be embarrassing to the speaker or hurt 
the quality of the presentation. There are two primary reasons 
for mispronouncing a word. The first is because the word 1s 
unfamiliar to you, or you know the word but do not know how to 
pronounce it correctly. In this situation, your mispronunciation 
signifies to the audience a lack of knowledge and credibility. For 
example, I once had a student give a presentation about unique 
baby naming trends, and one of the names she talked about 
was Seamus, which had become very popular among celebrities. 
This was interesting information, but the problem was that she 
pronounced the name “see-mus,” the way it looks, but the Irish 
name is actually pronounced “shay-mus.” This minor error 
indicated to the audience that she had been reading up on this 
topic but did not really have a deep level of knowledge about it. 
If you are preparing for a presentation and come across a word 
you are not familiar with or are unsure how to pronounce cor- 
rectly, you should always look it up or ask someone who knows. 


Commonly Mispronounced Words in American Language 


Word Common Mispronunciation 
» Across » Acrost 

» Arctic v Ark-tic 

» Espresso » Expresso 

» Nuclear » Nu-cu-lar 

» Escape » Excape 

» Jewelry » Jewel-er-y 

» Library » Li-barry 
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The second reason for mispronouncing words is due to having 
an accent or speaking in a nonnative language. It can be difficult 
to articulate certain sounds and words because there are some 
sounds that do not exist in some languages. For example, the 
“th” sound that is so common in English is not found in German 
and many Slavic languages, which is why many native German 
speakers will substitute the “ze” sound for it. In Chinese, short 
vowel sounds do not exist, so it can be difficult for native Chinese 
speakers to articulate the words “pick” and “peck” differently. 
Because we learn to form and articulate sounds at a very young 
age, it can become almost impossible to learn how to pronounce 
new vowel and consonant sounds, and our accents are very much 
a part of ourselves. Even within the United States, there are a 
variety of regional accents, and someone from the southern part 
of the country will sound very different than someone raised, for 
example, in Boston. 

While it may be difficult to pronounce certain words if you 
are not speaking in your native language or you have an accent, 
enunciation is something that anyone can work on as enuncia- 
tion is saying words clearly. If you speak too quickly or mumble, 
it can be hard for your audience to distinguish the individual 
words you are saying. Part of enunciating effectively is speaking 
at a rate that is slow enough for you to clearly state each syllable 
and sound. You also need to be sure you are opening your mouth 
enough so that your tongue and lips can make the necessary 
movements to create clear sounds. If you have an accent, enunci- 
ating your words is a great way to help your audience understand 
what you are saying. Even if some of the letters’ sounds are 
slightly different, if they are clearly articulated, audiences will 
be more likely to comprehend the words. 


Pitch and Tone 


When thinking about your pitch and tone, think about the way 
your voice sounds to the audience. Pitch is where your voice falls 
on the musical scale. While some voices are naturally higher 
pitched and some are naturally lower pitched, we can all vary 
our pitch when speaking, just like we do when we are singing. 
As we speak, we naturally will raise and lower our pitch based 
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on what we are saying. When asking a question for example, the 
voice will naturally rise at the end, whereas if you are making a 
point or ending a sentence, your pitch tends to lower. 

In general, your voice will be within a certain range such 
as high or low, with females having higher vocal registers than 
males. One thing to consider is that higher voices are sometimes 
perceived as being less credible than lower voices, as higher 
pitched voices can sound younger and less powerful.” If you 
have a high pitched voice, this does not mean that you need to 
work to change it, but instead, focus your energies on making 
sure that your voice is full and that you are projecting your voice. 

While pitch refers to how high or low the voice is, tone refers 
to the emotion or mood of the voice. The goal when speaking 1s 
for your tone to convey your personal enthusiasm, excitement, 
interest, or authority on your topic. The opposite of an enthusi- 
astic tone is a bored tone that has little variation—often referred 
to as monotone. Perhaps one of the most notable examples of a 
monotone speaker can be found in the 1980s hit movie Ferris 
Bueller’s Day Off, Whenever Ferris’ economics teacher, played by 
Ben Stein, is on screen, he famously drones on with his monotone 
flat voice that easily puts his students to sleep. Audiences take 
their cues from the speaker, so a speaker who sounds bored and 
dull indicates to the audience that the presentation is boring and 
dull. On the flip side, if your tone is enthusiastic, audiences will 
pick up on that enthusiasm. Studies of audiences have found that 
speakers who use a confident and expressive tone are rated more 
credible and authoritative by audiences, regardless of the content 
of the message.?*”* 

Because your tone has such an impact on audience percep- 
tions, it is important to avoid speaking patterns that detract from 
your credibility and authority. In the early 1990s, linguists and 
speech pathologists identified a common speech pattern among 
primarily young females in which they end their phrases and 
sentences with a rising intonation, which they dubbed upspeak 
or uptalk. This vocal pattern, sometimes referred to as talking 
like a Valley Girl, is perceived negatively, as it sounds like the 
speaker is always asking a question and is unable to make a 
definitive statement. Not only can upspeak be annoying to the 
audience, but it also can make the speaker seem less intelligent 
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and capable.”? While this pattern was first unique to young 
females, more recent studies have found that young men are also 
starting to speak with this rising intonation, and it is viewed 
negatively regardless of who is using it. 

Another more recent vocal pattern that has emerged as a 
trend and has actually been labeled as a speech disorder by 
speech pathologists is vocal fry. Made infamous by celebrities 
such as the Kardashian sisters and actress Zoey Deschanel, vocal 
fry is the vibratory sound made when a person speaks in a lower 
register than normal. The voice often sounds creaky or raspy, 
and this can actually damage the vocal cords because of the 
strain it places on them. One theory for why some women started 
using this technique is that it does lower the voice, and as we 
learned previously, lower voices may make a person sound more 
credible. In general, vocal fry is perceived negatively except for 
when females are speaking to other females of the same age. 
Because of the potential damage to the voice and the likelihood 


that others will perceive users as more immature or less serious, 
it should be avoided.”® *’ 


The following clip of Kim Kardashian demonstrates what vocal fry 
sounds like. Notice the low tones and sense of vibration in her voice at 
the ends of her sentences. 


C-SPAN 


csr 


By 


https://cs.pn/2Kaudff 


Vocal Fillers 


Have you ever heard a speaker use a lot of filler words such as 
“like” or “um’’? If you have, you most likely found that the longer 
you listened, the more focused you became on the filler words 
rather than what the speaker was saying. Vocal fillers, or more 
formally vocal nonfluencies, are words that are inserted into 
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natural speech that have no meaning. Filler words act as a pause 
so the speaker can gather his or her thoughts without interrupting 
the flow of speech. Used occasionally, phrases and words such as 
“um,” “you know,” or “like” are fine, but using vocal fillers can 
become habitual, and when used in excess, they become annoy- 
ing to the listener and can make the 

. . speaker seem less intelligent.”* 

Using vocal fillers Eliminating vocal fillers from 
can become your speech can be difficult as they 
habitual, and are used subconsciously, and many 
when used in do not realize the frequency with 

which they are using them. The first 

EXCESS, they step 1s to become aware of how often 

become annoying you include vocal fillers as you speak. 

to the listener, The easiest way to do this is to record 

yourself and listen, or have a friend or 

acquaintance listen and record how 

often you use vocal fillers. Once you are aware of the problem, 

here are some strategies for reducing your usage of filler words 
during a presentation: 


\ Break your information into main points and subpoints. 

\ Know your material. 

\ Practice pausing when you are thinking instead of throwing 
in a filler word. 

\ Plan for and practice your transitions so you are not struggling 
with what to say. 


\ Have a friend give you a signal each time you use a vocal filler 
while you are speaking. 


Pauses 


In the previous section we learned that vocal fillers are used in 
place of a pause in speaking. Pauses are important in speaking 
because they give us time to breathe, indicate that we have 
reached the end ofa sentence or idea, and give the audience time 
to process what they have heard. Used effectively, a well timed 
pause can create emphasis and help with the pacing of your 
speech. Used ineffectively, however, or used because the speaker 
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has forgotten what to say or cannot gather his or her thoughts, 
long and frequent pauses can disrupt the flow of the presentation 
and signify to the audience that the speaker is unprepared or 1s 
struggling to present. 


Overall Delivery 


After reading through the prior sections, it is evident that speech 
delivery is comprised of multiple components. When these ele- 
ments are combined, you create an overall impression on the 
audience. While more intangible and harder to define, the next 
two elements of presentation delivery, rapport and charisma, are 
what separates an average speaker from a great speaker. 


Rapport 


Rapport is the connection that a speaker has with an audience 
and implies some type of interaction. Even if the audience never 
speaks, an audience that laughs, sighs, and has an obvious inter- 
est in what the speaker is saying 1s one that 1s interacting with the 
speaker. When you have rapport with your audience, they are 
listening to what you are saying, and they want you to succeed. 
If you are trying to persuade them of something, you are more 
likely to be successful. Part of rapport building is based on the 
information you share, but your delivery style can also influence 
your connection with the audience. Maintaining eye contact, 
having an open posture, and smiling at your audience are all 
ways to bring them into what you are saying. Because rapport is 
a two-way relationship, you can gauge your level of rapport by 
noting how the audience is responding to you. Ifyou are smiling 
and upbeat and your audience members are nodding off, you 
have not yet managed to establish rapport. 


Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


Chapter 3 Delivering with Skill 


72 


Sometimes, the best way to learn about and understand great speech 
delivery is to see it in action. As you watch Rebecca Mielwocki speak at 
the National Education Association Annual Meeting, consider how she 
presents using a warm, open, and engaging delivery style. What aspects 
of her style can you emulate when you are speaking? 


C-SPAN 


REBECCA MIELIWOCKI 


https://cs.pn/2MGexKI 


Charisma and Energy 


If you think about some of the people we have talked about in 
the chapter as examples of great speakers, one thing they have 
in common is that they are charismatic. Charisma is an energy 
and magnetism that draws people in. A charismatic speaker 1s 
one who not only engages the audience but makes people want 
to listen. There is not a specific checklist for being charismatic as 
it is an overall trait, but there are things you can do to increase 
your charisma. The most important thing you can bring to any 
speaking situation is energy. If your audience can sense that you 
are alert and excited to be there and that you are speaking with 
interest and passion, they are more likely to be engaged in your 
presentation. Your nonverbals such as posture, tone, and facial 
expressions are all key ways to express your energy. Some people 
are naturally more low energy or high energy, so depending on 
your personal energy level, you may have to work to sound and 
act more animated while speaking. 

An interesting study out of UCLA found that speakers who 
were rated as being more charismatic tended to vary the pitch 
of their voice more, going from their lowest to highest registers 
more frequently.”? Another important component of charisma 1s 
appearing comfortable in the speaking situation. Nothing kills 
your charisma faster than appearing nervous or ill at ease in 
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your speaking situation. Combining confident, open posture 
and meaningful eye contact with your audience with some of 
the public speaking anxiety management strategies 1s a way to 
convey your comfort in front of a group. 


Chapter Summary 


In this chapter, we examined techniques for delivering a presen- 
tation with confidence. Specifically, we explored the physical and 
verbal components of delivery as well as the overall impression 
your delivery can make on an audience. While the information 
you present is critical, it is equally important that you present in 
a way that demonstrates your confidence and capabilities. 
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Assessing the 
Speaking Situation 


Objectives 
After this chapter you will be able to: 


\ Explain the importance of assessing a public speaking 
situation. 


\ Distinguish between demographic, psychographic, and 
situational audience analysis. 


\ Utilize strategies for assessing a speaking situation. 


\ Identify ways to adapt your message in different speaking 
situations. 
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Imagine going into a presentation knowing 
you are going to be speaking to a room filled 
with people who already disagree with you and 
the ideas you represent. What concerns would 
you have? How would you try to appeal to this 
audience so they will at least listen to your mes- 

bups//espn/2Kjexiu_— sage? This is the situation Republican Senator 
Rand Paul found himselfin when he went to speak to students at 
Howard University, a historically black university. Watch to see 
how Paul tried to relate to his audience and how the audience 
responded to him. Specifically consider the following questions: 


\ How did Paul’s presentation show a lack of audience analysis? 
\ How could Paul have better prepared for his presentation? 


\ What impact did Paul’s lack of analysis have on his audience? 


AFRICAN AMERICANS & THE REPUBLICAN PARTY 
SEN. RAND PAUL C-SPAN 
R-Kentucky c-span.org 
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Introduction 


In any speaking situation, you will likely have a variety of goals. 
You might want to persuade your audience to make a lifestyle 
change, or your goal might be to let people know about a new 
volunteer opportunity within your organization. Another time 
you may be trying to get your audience to understand how a new 
technology works. Regardless of the situation, one goal you will 
always have is to present your information and share your story 
in a way that resonates and connects with your audience. 

To reach this goal, you need to be an audience-centric vs. 
speaker-centric presenter. A speaker-centric presenter is focused 
on what his or her message is and what he or she wants to convey 
to the audience. An audience-centric presenter is also concerned 
with his or her message but is primarily concerned with how the 
audience will receive that message. An audience-centric speaker 
adapts the message in order to give the presentation its best 
chance to be successful. Being audience-centric does not mean 
that you pander to the audience or only tell them what they want 
to hear; instead, it means that you consider how your message 
may be received and choose a way to deliver the message that 
your audience will hear and understand. 

If you want to be an audience-centric speaker, there are 
four basic questions you need to ask yourself before going into a 
speaking situation: 
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\ Who is my audience? 
What is my audience like? 
Where am I presenting? 


a ad 


Why am I presenting? 


By answering these questions, you can get a better handle 
on the speaking situation and adapt your message and your 
presentation accordingly. 
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Who Is My Audience? 


One commonality among any type of presentation is that 
there is an audience. Failing to determine who is going 
to be listening to you speak can have negative 
ramifications. Let’s say, for example, that you 
work for your city’s public health department, 
and you are asked to come to a local high 
school to talk about food preparation. As you 
are preparing for your presentation, your 
supervisor asks who you are speaking to, 
and you realize you are not sure. Are you 
speaking to cafeteria workers, teachers and 
staff, students, or some combination of these 
groups? Without knowing the answer to this 
basic question, it will be difficult to prepare a 
presentation that fits the needs of the audience. 
Whenever you are going into a speaking situ- 


ation, you always should determine who will be there. = 
Sometimes the answer 1s obvious. If you are giving a presenta- = a 
tion in a class, you know that your instructor and classmates will 22 
be the audience. If you call a meeting at work, you know who re . 
you have invited to attend. In other situations, though, if you are DD 
not sure, you should always ask the person who has asked you to ae 
come and present. In the above example, if someone else called 685 


the meeting, a quick phone call or email can easily answer the 
question of who the audience will be. 

Another important question to answer is how large your 
audience will be. By nature, presentational speaking involves a 
smaller audience than traditional public speaking. At work you 
may give a presentation to a small team of 4—5 coworkers, or you 
may present to a larger group, such as your entire department 
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of 35-40. In school you will often present to your classmates, 
so your audience size will be determined by your class size. 
You want to have a good idea of your audience because your 
presentation style and strategy will often differ based on size. 
Communication consultant Jim Anderson breaks audiences into 
four types. The first type is a group of less than 10 which he calls 
a conversational group. The next group contains 10-40 mem- 
bers which he calls presentation size. The next groups, 40-100 
and more than 100 members, are performance and show size.' 
When presenting to a smaller audience, a general rule is that 
your presentation can and should be more conversational. Given 
the smaller size of your audience, it is easier to be interactive and 
responsive. With a larger audience, you may still want to have a 
conversational delivery style, but 
your connection with each member 


will be different, and you will be less When presenting 

likely to have active engagement to a smaller 

with the audience. Even if there is audience, a 

time for questions and answers, you 

will only be able to respond to a general rule 

small portion of your audience. is that your 
Sometimes you may not be sure presentation 

of how large your audience will be. 

Imagine, for example, that you are can and should 

the president of your school’s chapter be more 

of Big Brothers Big Sisters, and your conversational. 


group decides to have a call out for 
students interested in volunteering. 
Your group may advertise and promote your call out, but as 
you are getting ready for your presentation about the club, you 
really have no idea how many people will show up. ‘The number 
could range anywhere from 1-100. In situations like these, you 
will want to have a plan for what you will do for either outcome. 
If only a few people show up, for example, you may want to 
adapt your presentation to being more conversational; instead 
of standing at a podium or using a microphone, you should sit 
or stand near the attendees. You could also ask the attendees to 
sit towards the front. If a larger number than you anticipated 
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arrives, you will want to consider where people will sit and 
make sure that your voice is loud enough to be heard. If you 
are using visual aids or have handouts, make sure everyone can 
see them. In preparation, you can investigate how many people 
have shown up to other call outs so you can have a general idea 
of what to expect. 


What Is My Audience Like? 


This next question goes beyond simply identifying who the audi- 
ence is and asks you to consider what the people who comprise 
your audience are like. Going back to the previous example of 
giving a food safety presentation, imagine that you called the 
school principal who informed you that you would be talking to 
a group of students. This helps you to focus your presentation, as 
you now know you are not speaking to a group of professionals 
working in the food preparation field. However, there is still a 
lot you do not know about this group, which is where audience 
analysis comes in. 

Audience analysis is the process of learning more about 
your audience in order to appropriately adapt your message so 
that your presentation is understood, is useful to your audience, 
and is well received. ‘Two fields that rely heavily on audience 
analysis are marketing and advertising. When designing a 
new product or determining how to best advertise a product or 
service, marketers invest a lot of time and energy in finding out 
what makes an audience tick. Take, for example, McDonald’s. 
With a nearly $10 million advertising budget, the company can 
create ads meant to reach a variety of audiences include men, 
women, parents, and children. By researching each of these 
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audience segments and creating a more detailed audience profile, 
McDonald’s is able to create ads with messages and images that 
are the most likely to resonate with that audience.* 

Within an audience analysis, there are two primary areas 
in which you should be interested: demographics and psycho- 
graphics. By obtaining more information about your audience, 
you can develop a general audience profile that can help you 
plan for your message. 


Demographics 


Demographics are statistics about a population that include basic 
facts about a person such as age, sex, and geographical location. 
A great example of demographic research is the U.S. Census. 
Every 10 years, the United States Government surveys 
the entire population of the U.S. in order to deter- 
mine who is living in the U.S. and basic facts about 
the people. The goal is for each adult living in 
the U.S. to fill out the survey in order to build 
a picture of what the population looks like. 
Some of the categories included on the census 
are sex, age, race, household income, primary 
language spoken, occupation, education 
level, address, group affiliation, and marital 
status. The U.S. Government and many of its 
agencies use this information to determine the 
makeup of the cities, counties, and states in the 
country. Additionally, this information provides 
vital information about what communities may 
need in terms of assistance and government programs. 
Similarly, an assessment of your audience demographics can 
give you an idea of what types of information your audience may 
need, want, or be able to relate to. 
While there are endless categories of demographics, there are 
a few categories and terms that sometimes confuse people as they 
are unsure of what the terms mean, so we will define some of 
these categories. The first two categories that sometimes confuse 
people are sex and gender. Sex is the biological and physical 
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characteristics that are male or female. Gender 1s often confused 
with sex, but gender is societal beliefs regarding the attitudes, 
feelings, and behaviors that are associated with a biological sex. 
Traditionally, people have thought of masculine and feminine 
as being the two categories of gender, but more recently there 
has been a recognition that these two categories are limited, 
and there is a wide spectrum of gender identifications including 
transgendered, cis gender, non-binary, and gender fluid. While 
a person’s sex and gender may be aligned, for some people, 
their gender identity does not match their biological sex, and we 
cannot make assumptions about people based on their sex alone. 

Two more categories that people sometimes confuse are race 
and ethnicity. Race is related to the physical characteristics a 
person has such as skin color and bone structure. Race is not 
based on country of origin or language spoken, so people across 
the globe can be the same race, regardless of where they live. 
On the U.S. Census, the six categories of race are White, Black, 
Asian, American Indian and Alaskan Native, and Hawaiian or 
Pacific Islander. Additionally, people can identify as mixed race 
or biracial. This demographic does not provide much useful 
information, as a person’s race tells us very little. Ethnicity, 
on the other hand, is based on culture, and an ethnic group can 
be defined by shared values, customs, and beliefs. Terms like 
Hispanic, Latino, English, and American all refer to ethnici- 
ties. People are often members of multiple ethnic groups, as an 
American might also identify as being Hispanic. 

When you are going to give a presentation, you most likely 
will not need to conduct as thorough ofan analysis as the Census 
Bureau, but you should ask yourself which categories will be 
most useful to you in planning your presentation. Think about 
our health department presentation. What are some basic facts 
you would want to know about your audience of students? Your 
list might include age, year in school, gender, and prior work 
experience. Knowing these things can help you determine what 
information might be most relevant and useful to the group. It 
can also inform what approach you take as you present, as well 
as what types of examples and references you can use that this 
audience could easily relate to. Because you are speaking to 
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students vs. adults, you know you will want to use examples and 
references that this younger audience can relate to. When choos- 
ing restaurants to use as examples, you would want to choose 
locations that the students are likely to frequent and are familiar 
with. Some demographics would not be as useful to you as they 
are not relevant such as religion, socioeconomic status, and home 
address; these are not related to the topic of food safety. The 
demographics you will want to gather will depend on your topic 
and the purpose of your presentation. 

While there 1s a lot of utility in doing a demographic analysis, 
the information you collect is limited, and as a speaker, you need 
to be aware of these limitations. The largest limitation is that a 
demographic analysis has to rely on generalizations and presup- 
positions of what someone in a particular demographic is like. 
It is easy to make assumptions that a certain sex, age group, or 
group within a socioeconomic status thinks or acts a certain way 
or that all members of a group think and behave in the same 
way. These types of assumptions are called stereotypes, and if 
a speaker relies too heavily on stereotypes, he or she runs the risk 
at best of not adapting the message correctly and at worst of 
offending the audience. 

This is what happened when the 
Texas A&M football team hosted a 


clinic for women designed to teach Ifa speaker relies 


them the basics of football. The too heavily on 
clinic, Chalk Talk, included a pre- stereotypes, he or 
sentation by two assistant football she runs the risk 
coaches. Attendees were quickly : 
offended by the pair’s presentation of not adapting 
that began with a comment about the message 
the only reason for women being correctly and at 
there was to learn enough about the worst offending 


game so they could talk to their hus- a 
bands and boyfriends. Other jokes the audience. 
and comments in the presentation 

fell flat, including rewriting lines of 

the school’s fight song to say, “Maroon and white are the colors 
that we love. We are putting down our dish towels and taking 
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off our gloves.” In crafting their talk, the coaches made a lot of 
assumptions about their female audience, including the belief 
that women have no interest in football and that they spend their 
time cleaning and taking care of the house when not watching 
the game with their partners. Several attendees complained 
to school administrators, which resulted in the coaches being 
disciplined and the head football coach issuing an apology.’ 

Given the limitations of a demographic analysis, you might 
be wondering, why even bother? Even though you have to be 
careful not to over generalize, you can glean useful information 
from a basic demographic analysis. If you know, for example, 
that the majority of your audience lives in a rural area, you know 
that the people in the audience have a certain frame of reference 
and have experienced life differently than someone who lives 
in a large city such as Chicago. When it comes to presentations 
that you may give while a student, the majors of students in your 
audience are often an important demographic, as this one piece 
of information can provide insight into a person’s interests or at 
least on some of the background knowledge this person has. For 
some topics this may not be relevant and another demographic 
might be. Imagine you are a sexual health educator at your uni- 
versity. What demographics might you be interested in knowing? 
The material you would include for an audience of all males 
would inevitably be different for a female audience. 

Certain demographic variables can also key us into the 
psychology of a person, which are things we often look for in a 
psychographic analysis. Demographics such as religion, political 
party, and sometimes group afhliation can provide insight into 
the beliefs and attitudes of a person in regards to certain topics. 
For example, if a person is a member of PETA (People for the 
Ethical Treatment of Animals), one assumes that the person is a 
strong advocate for animal rights and will be interested in ani- 
mals and animal related issues and, going a step further, would 
have positive attitudes towards subjects such as vegetarianism 
and limitations on hunting. 
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Knowing Your Audience’s Age Range 


One advantage of knowing an audience’s age range is that it can 
provide information about what sorts of shared experiences, cultural 
references, and historical events your audience might be able to relate 
to. If, for example, a speaker references a now obsolete technology 
such as a VCR, he or she cannot assume that a group of college 
students will be familiar with what a VCR or VHS tape is. One tool 
that can help you to consider the lived experiences of an audience, 
especially an audience younger than yourself, is the annual Mindset 
List released by Beloit College each year. This list provides a list of 
facts about the typical incoming freshman class of 18 year olds. The 
list for the graduating class of 2020, for example, includes the facts 
that West Nile virus has always been a problem in the U.S., and 
SpongeBob SquarePants has always been on TV. You can see 
each year’s list starting back in 1998 at www.beloit.edu/mindset. 


Psychographics 
Because a demographic analysis is limited, a more thorough audi- 
ence analysis will also include psychographics. Psychographics 
are variables related to an individual’s interests, attitudes, and 
opinions. Psychographics go beyond demographics, as they are 
not just labels we can put on a person but involve the way a 
person thinks, believes, and behaves. The type of information 
you will want to gather will depend on your topic. If you are 
giving a presentation to your audience about harmful effects of 
eating too much sugar, it would be helpful to know what your 
audience currently knows about sugar, their current beliefs about 
what sugar does to the body, and their opinions about sugar. 
If audience members already believe that sugar is unhealthy, 
you will not need to spend a lot of time convincing them that 
there is a problem with sugar, so you can get into specific effects. 
If your audience, however, believes that sugar is healthy and 
natural, you will have to spend more time at the beginning of 
your presentation presenting evidence to the contrary. 

While there are a variety of factors you could consider in 
a psychographic analysis, there are some general categories of 
items that will frequently be useful to you as you think about how 


to craft your presentation. 
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In 2018, Facebook was rocked by the Facebook—Cambridge Analytica 
data scandal when journalists revealed that user information including 
demographic and psychographic data was being collected and sold 
without the users’ consent. Psychographic information about individ- 
ual’s beliefs and opinions is incredibly valuable as organizations and 
entities can use that information to be more persuasive, more engaging, 
and ultimately more successful. You may be wondering why a company 
would go to such lengths to get this information. In this clip, journalist 


Brendan Bordelon explains the value of psychographic data. 


C-SPAN 


<a 


(lTmucival\l2] FACEBOOK & DATA PRIVACY 


https://cs.pn/2R9Jy0j 


Knowledge 


You should always try to determine your audience’s general level 
of knowledge about your topic. Knowing this can help you to 
make sure you explain your information at a level appropriate for 
your audience. If your audience has a low a level of knowledge, 
you will need to be sure that you are explaining the basic con- 
cepts, providing enough background, and defining unfamiliar 
terms. It is especially important that you are aware of jargon and 
terminology that is specific to your topic. Many times because 
it is so familiar to us, we forget that the special language we 

use is not universally understood. For 


Always try to example, Drew, a student at the state 
; university, was asked to come and talk 
determine your to a group of seniors at his high school 


audience's general about what his transition to college 
level of knowledge was like. Throughout the presentation 
he told the students about different 
programs, organizations, buildings, 
and majors on campus. Instead of 


about your topic. 
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referring to these by name, though, he used the acronyms he was 
familiar with such as referring to the Student Recreation and 
Sports Center as the SCRC and the very important freshman 
orientation program as NSBC instead of New Student Bootcamp, 
which effectively left his audience utterly confused and no more 
informed than before the presentation. 

On the other side of the spectrum, if your audience has a high 
level of knowledge, you need to be sure that you are not boring 
or insulting your audience by covering information they already 
know. You also need to be sure that you are presenting informa- 
tion that is new, relevant, and interesting to this audience. People 
are most interested in information that has new elements, an 
interesting plot twist, and relatability. ‘Take, for example, Sophia 
who is a speech pathology major and is studying to work with 
children who have speech delays. The topic of her presentation 
is common articulation problems found in young children. 
If she were to present this topic to a class full of students not in 
her major, she would have to first explain what an articulation 
disorder is and then provide examples of each of the disorders. 
In case you are wondering, an articulation disorder is when a 
child incorrectly pronounces a sound such as making a “w” 
sound instead ofan “r” sound in the word “rabbit,” pronouncing 
it “wabbit.” If she were to give the same presentation to a group 
of her fellow majors, a basic explanation of what the disorders 
are would not be very interesting and useful, and instead, she 
would need to present a more in-depth analysis of the causes and 
treatments of the disorders. 


Interests 


Another psychographic variable you might want to know is 
what your audience is interested in. Knowing your audience’s 
interests can help you determine what to talk about or what types 
of examples to include. If, for example, you are presenting to 
a group with a lot of people with careers in STEM fields, you 
should consider using examples from science, technology, and 
engineering. Knowing your audience’s interests can also help 
you link your topic to something your audience cares about. 
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Values and Attitudes 


Values are the beliefs that a person has about what is good or 
bad, right or wrong, and important or unimportant. Values are 
deeply held general beliefs that influence the ways we think about 
things and the way we live our lives. Attitudes are more specific 
than values and are a person’s assessment of a specific thing or 
idea. Attitudes are often based on one’s values. Going back to our 
sugar example, if your audience places a high value on personal 
health, it is likely that this will influence the attitudes they have 
about sugar. As you plan your presentation, you can tap into that 
value and illustrate to your audience how eliminating sugar from 
the diet can increase one’s health. 

Your audience’s values and attitudes will often dictate what 
type of audience you are speaking to. Audiences whose values 
closely match those you are presenting will be favorable or recep- 
tive audiences, whereas audiences whose values and attitudes are 
much different from yours will be more hostile. Each of these 
types of audiences is unique, and there are different things you 
should consider when approaching them. 

We will start with the type of audience you would most likely 
want to speak to, a favorable audience. A favorable audience 
is one that already generally supports and agrees with your ideas. 
For example, an HR manager might call a meeting to present the 
new employee bonus program to the staff. Employees tend to be 
favorable towards getting compensated and awarded for the work 
they do, so they will be predisposed to like your content. When 
speaking to a mostly favorable audience, you need to be sure 
that you are providing them with new and relevant information. 
If all of your classmates currently have positive attitudes about 
volunteering, a general speech about the benefits of volunteering 
would be less useful to this audience than a speech providing 
specific examples of ways to volunteer on campus. 

You may wonder if there is even a need to speak to a favor- 
able audience if they already support what you are saying. The 
answer is yes because it is an opportunity to increase their knowl- 
edge about the topic. Just because someone, for example, values 
financial security does not mean he or she knows everything 
about that topic. 
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One potential pitfall to speaking to a primarily favorable 
audience is assuming that they will be easy to present to and as 
a result, you do not prepare like you should. Even if your audi- 
ence supports your basic idea, if you do a poor job of presenting 
that idea, your audience can turn against you. Poor speech 
delivery, lack of preparation, and subpar content can easily be 
detected by an audience. 

A neutral audience is one that 
is neither favorable nor unfavorable to 


your ideas. ‘This is an audience who 1s Poor speech 
often unfamiliar with your topic. One delivery, lack of 
of the benefits of speaking to a neutral preparation, and 
audience is that you are speaking subpar content 
to what is essentially a blank slate. : 
Without deeply held beliefs, attitudes, va easily be 
and knowledge, it is easier to create a detected by 
new belief or attitude in this group. an audience. 


One potential challenge of a neutral 

audience, though, is that it may not 

have the enthusiasm of a favorable or even hostile audience. 
When presenting, you need to engage this audience and also 
highlight the relevance and importance of your information. 

Imagine, for example, you are giving a presentation to your 
classmates about investment options for retirement. Given the 
younger age of your audience, this might not be a topic they have 
thought a lot about, and they might not know why they should 
care. It is your job as the speaker to explain to them why they 
should listen and care about your information. Neutral audiences 
may have little knowledge about your topic, so you must be sure 
to provide enough background information for your audience to 
fully understand your message. 

The third type of audience you might address is a hostile 
audience. A hostile audience actively disagrees with what you 
are saying. Often an audience will be hostile when you are telling 
them information or news that will have a negative impact on 
them. For example, a school board member may have to speak to 
local residents about the need to lay off teachers to save money. 
At work, you may have to tell a team you lead that your group 
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will be moving forward on a project that the team does not sup- 
port. Many of us would prefer not to address an audience that 1s 
predisposed to disagree with us. The good news, though, is that 
people actually perform better when speaking to a hostile crowd.* 
Knowing you are headed into a difficult speaking situation can 
be a great motivator for doing your best. 


Audience Homogeneity 


As you are assessing and considering your audience, you should 
determine if your audience is homogeneous or heterogeneous. A 
homogeneous audience is one where the audience members 
are very similar on the key demographic and psychological 
variables you have determined to be relevant and important for 
your presentation, whereas a heterogeneous audience is one 
where there is a lot of difference in these variables. Presenting to 
a homogeneous audience can be an easier task, as you can more 
easily find a topic that the entire group will be interested in. It 1s 
also easier to know what level of explanation to include when the 
entire group has the same knowledge. 

Presenting to a heterogeneous group can be much more chal- 
lenging. With a diverse crowd, it can be difficult to know how to 
craft a story that will reach everyone. How you present will depend 
on where the differences in your audience lie. If your audience 
has a wide range of knowledge on the topic, you need to make 
sure that those with the lowest level of knowledge have enough 
basic information to follow your presentation. Acknowledging 
in your presentation that you are going to present some basic 
facts for those in the audience with less knowledge is a great way 
to let audience members with higher levels of knowledge know 
why you are including information they already know. It is also 
important to avoid using jargon when presenting to audiences 
with varying levels of knowledge. 

When your audience is comprised of people who are a variety 
of ages or from a variety of places, it can be more challenging 
to know how to adapt your message. One of the most important 
things is to clearly establish the overarching purpose of your pre- 
sentation. From there, as you begin to consider what examples and 
supporting evidence you will include, try to include a variety so 
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that you can reach the different audience segments. For example, 
imagine you were giving a presentation to incoming freshman 
about how to survive academically the first year. If all of your 
examples came from just one major such as English, those in 
STEAM majors might not find your presentation as engaging or 
useful. During a business presentation, consider what areas of a 
company the attendees are from such as marketing, accounting, 
or project management, and be sure to address the informational 
needs of each of these areas. 


Where Am | Presenting? 


In addition to analyzing your audience, you also need to spend 
some time considering where and when you will be presenting. 
If you prepare a great slide presentation for your sales update at 
work only to learn when you get to the meeting that no computer 
or projector is available, you are going to find yourself in a bind. 
A little bit of research and inquiry prior to a presentation can 
help you better plan what you are going to say and how you are 
going to say it. One of the reasons it is important to consider the 
environment in which you are presenting is because of potential 
distractions or noise that interferes with your presentation. If you 
recall the communication model from Chapter |, you will remem- 
ber that noise is something that interferes with the transmission 
of the message between the speaker and the receiver. Noise can 
be external or internal, and when you are presenting, noises are 
the barriers that prevent your audience from fully processing 
the message. As a speaker, you will want to either eliminate the 
noise or adapt a message in a way that can overcome the noise. 
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When thinking about where you are going to be presenting, 
here are a list of things you will want to consider: 


\N The size of the room, 

Availability of technology, 

Size of your audience, 

Ability to block out distractions, and 
Time allotted. 


SIA A 


One reason it is important to know about the size and setup 
of your speaking location is so you can be sure that your voice 
can be heard by everyone in the room. In a very large room, 
you may need to use a microphone to help amplify your voice. 
If some of your audience will be seated very far from you, you 
will have to consider this as you plan your visual aids and con- 
sider their ability to be easily seen from a distance. You may also 
want to ask or investigate what your speaking space will look like. 
Are you going to be up on a stage and addressing people in an 
auditorium, or will you just be in a room with tables and chairs? 

Another important thing to consider is whether or not you 
will be speaking from a podium. Some people prefer a podium 
because there is comfort in being able to stand behind something 
while speaking, and it also provides a place for your notes. If you 
are only used to speaking from behind a podium, you may feel 
quite awkward if you have to just stand in front of the group. 
Some people prefer not to speak from a podium as they like to 
be able to walk around, but if the microphone is affixed to the 
podium, you may not have a choice. 

If you do find yourself in a situation where you are using a 
podium, here a few tips for using the podium most effectively: 


\ Avoid clutching the sides or top of the podium. 


\ Stand one or two steps back from the podium so you do not 
lean on it or use it as a crutch. 


\ Ifyou are using the podium microphone, make sure it is at the 
right height. 


\ Don’t forget to gesture. 
\ Be sure your gestures can be seen above the podium. 
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You must never assume that technology will be available to 
you or that if it is available, that it will work. We have become 
so reliant on technology that sometimes we are at a loss for what 
to do if it is not available to us. A fellow instructor was once 
scheduled to teach a course at an off-campus site. She knew the 
classroom was equipped with a computer and projector, so she 
planned her lecture and slides accordingly. Given that she was 
teaching public speaking, she also created a playlist on YouTube 
of videos to illustrate different concepts of speech delivery. She 
was quite surprised to learn her first day of teaching that the 
internet available in her off-site classroom was provided by the 
business where the class was being held. The business, because 
it was interested in employee productivity, blocked nonessential 
websites which included YouTube; consequently, she could not 
show any of her examples. 

Because you can never be sure that your technology will 
work, you always want to have a backup plan. If you are prepping 
for a big presentation at work where people from multiple orga- 
nizations are attending, something like a power outage or 
a server going down is not going to be reason enough 
to reschedule the meeting, so you need to be able to 
go through your presentation without the help of 
technology. A great backup plan if you are using 

some type of slide presentation is to print out 
your slides, and if technology fails, you can 
always pass out your slides to your audience. 
If you are unable to show a video clip, be sure 
you can provide a good summary to your 
audience. 

Another important factor to consider is 
the time of day when you are presenting. After 
doing some research on organizations and the 
human internal clock, Andrew Bradbury, the author 
of Successful Presentation Skills, concluded that the best 

possible time to give a presentation is on a Tuesday morning 
at 10:30. The reasoning behind this 1s it is late enough in the day 
that people have gotten over their initial sleepiness, and it is early 
enough that people are not worn out by the day. ‘Tuesday is not 
Monday, a day when many people are still getting back into the 
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swing of things, and it is early enough that the weekend is still 
far away.’ Now obviously, we cannot limit our presentations to 
only ‘Tuesday mornings, but we can consider specific adaptations 
we might want to make if we are giving a presentation at a time 
that might seem less than optimal. 

Some times of day that might be more challenging than oth- 
ers to get and maintain your audience’s attention are very early 
in the morning, right before or after lunch, and at the end of the 
day. In the early morning, your audience might still be tired and 
may have trouble getting enthusiastic about your presentation. If 
you know you will be presenting at an early hour, it is important 
that you yourself do not come across as tired and unenergetic. 
Adding in components to your presentation that will allow 
your audience to participate and interact is a way to wake them 
up and keep their attention. If you are presenting right before 
lunch, there is a high chance that your audience members will be 
hungry and thinking more about food than you, and right after 
lunch, audience members might be full and drowsy. Again, you 
will want to engage your audience, and depending on the situa- 
tion, bringing snacks or setting up your presentation as a lunch 
meeting is a great way to reduce the noise created by hunger. 

Another time that can be challenging is a presentation that 
is scheduled for the end of the work day or in the evening. In 
these situations, people are often eager to leave and get home. 
Being engaging and providing useful and relevant information 1s 
very important. Additionally, you should try to be as succinct as 
possible so that your presentation does not run over time. 

The amount of time you are given to present is also a key 
thing you need to consider when getting ready for a presentation. 
We have all probably been in the situation where each person 
in a group is given about 5 minutes to present on a topic, and 
there is one person who keeps talking for at least 20 minutes. 
Taking more than your allotted time is not only annoying to 
your audience, but it is also implying that your time is more 
important than theirs. On the flip side, if you have been invited 
to a local group to present about a topic for 30 minutes and you 
only talk for 10 minutes, you are letting the group down. When 
you know about how long you have to present, you can start to 
consider how much information you can and should include on 
a given topic. 
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Another thing to consider is that you may run into a situation 
where you do not have as much time to present as you thought. 
Imagine a Friday afternoon staff meeting and the person pre- 
senting before you has gone over time, meaning that instead of 
15 minutes to present an update on the budget, you only have 10. 
You will need to be able to quickly determine the most important 
information your audience needs so you can cut down on what 


you say. 


Why Am | Presenting? 


The final question you need to answer is why you are presenting? 
What is the goal of your presentation? What is the situation that 
has called for this presentation? This question is not just asking 
you to identify your main purpose or thesis statement but more 
broadly to think about this from your audience’s perspective. 
Answering these basic questions can help you focus on the story 
and information that you want and need to share. Consider a 
college instructor’s lectures; while each lecture has a specific 
topic the instructor is covering, the purpose of the instructor’s 
presentation is to increase the class’s knowledge about that topic. 
Students will come to class with an expectation that the material 
covered will be useful and relevant to them in either helping 
them be successful in the class or in their future careers. An 
instructor who showed up for an econ lecture and spent the 
entire class period discussing his trip to the Amazon last summer 
might be interesting, but it would not be meeting the needs or 
expectations of the class. If you are asked to come and speak or 
you invite people to hear you speak, it is important that you and 
your audience have a shared idea of what the purpose of your 
presentation is. 
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Another consideration is whether your audience is there 
voluntarily or because their attendance is required. A captive 
audience is one that is required to be there and does not have 
the option to not hear your presentation. A voluntary audience 
comes because they are interested in your topic and they want 
information, or they are there to support or oppose your cause. 
One advantage of speaking to a voluntary audience is that you 
do not need to spend a lot of time establishing the relevance of 
your topic to them, and they are often enthusiastic and engaged 
with your message. One challenge of a voluntary audience, 
though, is that they have clear expectations of what they will 
hear and learn from your presentation. While it is great to a 
have a voluntary audience that supports you when you are in a 
persuasive situation—think political rally or political convention, 
it can be very challenging to have a voluntary audience that is 
opposed to your ideas. 

When you know you will be presenting to a captive audience, 
you can assume that for one reason or another not everyone in 
the room would have chosen to come and listen to you speak 
had he or she been given the option. Your classmates are a great 
example of a captive audience. Many of them come to class not 
just to hear the presentations but instead because attendance in 
class is required or they need to learn the material to do well in 
the class. The challenge when speaking to a captive audience 
is to immediately grab their attention and explain to them why 
the information in your presentation will be relevant, interesting, 
or beneficial to them in some way. A required audience may 
be less enthusiastic about being there, so you will want to be 
enthusiastic yourself and find ways to engage your audience with 
your presentation. 

Another thing to consider when presenting to a captive 
audience is that they do not have the choice as to whether or 
not to listen to you. When you are thinking about addressing 
a controversial or potentially emotional topic with a captive 
audience, you need to be very careful as they have not come to 
listen to you on their own volition. Kelsey, for example, gave a 
presentation to her class about ways to fight sex trafficking in 
the U.S. As part of her presentation, she wanted to discuss some 
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of the terrible physical, emotional, and sexual abuse that many 
sex trafficking victims endure. She knew that this content might 
be difficult for many of her audience members to hear. Because 
of this, she decided to limit the amount of graphic details she 
used in her account, and during her introduction she warned her 
audience that some of her content may be disturbing. 


Conducting Your Assessment 


Now that you know the different things you want to learn about 
your audience, you might be wondering how you can get this 
information. ‘The method or methods you use will depend on sev- 
eral factors including how much time you have, your resources, 
and your connections to your audience. In the following section 
we will look at some of the formal and informal methods you can 
use to conduct an audience analysis. 


Interviews 


For very large presentations, you might consider conducting 
interviews with some of the audience members. Formal interviews 
allow you to identify several demographic and psychographic 
factors about these audience members. While you most likely 
would not want to interview all of your audience members, espe- 
cially if it is a large audience, you also do not want to interview 
only one person and make the false assumption that this person 
represents everyone who will be listening to your presentation. 


Surveys and Polling 


Another great way to gather information about your audience 1s 
to send members a survey or poll to fill out. One advantage of 
surveys over interviews is that it is easier to administer a survey 
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to a large group of people, and the information collection process 
is much less labor intensive. While you can conduct very compre- 
hensive surveys, you can also create relatively short surveys that 
will provide you with the key information you need. Imagine you 
have been asked to give a presentation at work about creating a 
more environmentally friendly office. As you are planning your 
presentation, you might distribute a brief survey to ask the staff 
about their knowledge and awareness of different environmen- 
tally friendly strategies. 


Demographic Tools 


In addition to surveying and compiling information, the U.S. 
Census Bureau has publicly available tools you can use to find out 
the demographic makeup of a city, town, county, zip code, or state. 
By visiting https://factfinder.census.gov, you can type in the area you 
are interested in knowing more about, and within seconds you have 
reports on everything from the average age of the population to the 
average Income. 

Ifyou are more interested in the psychographics of your audience, 
Claritas, a firm specializing in market research and audience segmen- 
tation, offers free tools at their website, www.mybestsegments.com. 
Their zip code finder tool allows you to look at the different types 
of people who live in a given area. In this tool, people are classified 
into groups based on demographics such as age and income. It also 
includes additional factors such as interests, like the television 
shows they are likely to watch, and values. 


Observation 


You can learn a lot about people and groups of people by taking 
some time to observe them. In many work situations, you may 
present many times on different topics to the same groups of 
people. You may also sit in on other presentations with these 
groups, and by paying attention to the reactions the audience 
has, their question and comments, and the material they present, 
you can begin to put together a good understanding of who these 
groups are and how to best communicate with them. 
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Informal Conversation 


While a formal interview is a great way to gather information, 
we do not always have the resources for this, and it is not always 
the most appropriate technique. Having conversations with 
people in the group you are presenting to, with the person who 
requested you present, or other people who are familiar with the 
group you are presenting to is a less resource-intensive way to 
gather information. If, for example, you are giving a presentation 
for a new potential client, you might ask people in your network 
if they know about the client’s company. 


Internet Research 


With the increased amount of information about people and orga- 
nizations available online, audience analysis has become much 
easier to do in some cases. Going back to the previous example of 
a sales pitch for a potential new client, a quick internet search can 
easily give you some information about the company in terms of 
their company missions, values, and past clients. If you are asked 
to give a presentation to a group in the community that you are 
not familiar with, reading the organization’s website or perusing 
their social media can let you know more about the organization 
and what the members are like. 


So Now What? 


You can spend all of the time in the world analyzing your 
audience and creating a detailed profile of your average audi- 
ence member, but if you do not use that information to adapt 
your presentation, your assessment will be futile. Remember, 
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the reason for adapting your message is not to simply say only 
things that your audience wants to hear. Instead, the purpose 
is to get information that can help you create and present your 
message in a way that will help you reach your goal of inform- 
ing, educating, entertaining, or persuading your audience. 


Part of being a skilled speaker is adapting both your message and your 
speaking style to your audience. As you watch these two clips of South 
Bend, Indiana Mayor Pete Buttigieg, consider how his language, style, 
and topics differ when he is speaking to a group of fellow mayors versus 
speaking to a group of local Iowa voters. How did these differences 
either enhance or detract from his performance? 


mayOxs.Or ) THe UNrreD sia 


C-SPAN 


CSPAN 


https://cs.pn/2Ze3Few 


It is also important to note that although this chapter has 
focused on how to use your assessment to plan your presentation, 
this is not the only time you should be assessing the situation and 
making adaptations. You should also be assessing the situation 
and the audience’s response while you are speaking. One of the 
primary benefits of an extemporaneous delivery style versus 
a memorized or manuscript style is your ability to adjust and 
adapt your message to best meet your audience’s needs. If we 
go back to the communication model again, you will remember 
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that as someone is sending a message, the receiver is providing 
feedback even if the receiver is not speaking. If your audience 
looks confused, this is a good indicator that you need to provide 
more explanation or clarifying information. If several audience 
members look bored, are on their phones checking messages, or 
are yawning, this means that you have not grabbed their atten- 
tion, and you may need to increase your own energy or provide 
information that will be more interesting to your audience. 


Chapter Summary 


In this chapter we have talked about the importance of assessing 
your speaking situation so you can adequately prepare for your 
presentation. The first step in this process is determining who 
your audience will be. After determining who your audience will 
be, you need to identify key traits about your audience. These 
traits fall into two general categories: demographics and psycho- 
graphics. You can then use this audience profile to determine 
how you are going to adapt your message so it is received well 
and understood by your audience. 
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Information Literacy 


Objectives 
After this chapter you will be able to: 


» 


» 


Select the most appropriate investigative methods for 
retrieving and accessing information for your speech. 


Evaluate information critically. 

Recognize that information has economic and legal cur- 
rency and use information ethically. 

Select appropriate supporting material and communicate 
it in your speech. 
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Present supporting materials in effective ways for your 
given audience. 


EEE 


Have you ever wondered who the people 
oe behind “fake news” are? How do these stories 
originate, and just exactly who spreads this 
content? Watch as Laura Sydell, National 
Public Radio’s (NPR) Digital News Corre- 
spondent, presents her investigative story 

hutps://espn/2WAcQvI tg her audience. Laura describes how she, 
along with her colleagues, traced a “fake news” story back to 
its origins. It took a good deal of detective work and the story 1s 
pretty enlightening. 


\ What is fake news? 

\ Why do people spread fake news? 

' Do you think fake news has serious consequences for society? 
If so, what might those be? 

\ As aconsumer of media, how can someone protect themselves 
from fake news? 


FAKE NEWS 


LAURA SYDELL 
NPR Digital Culture Correspondent 
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Introduction 


The concept of information literacy is helpful when we con- 
sider issues like fake news. According to the American Library 
Association, information literacy 1s the ability to locate, evaluate, 
and effectively use information to support your ideas.' This chap- 
ter will guide you and provide some tips for improving your own 
information literacy so that you can enhance the ideas in your 
presentations. We will also point out how to locate images and 
other supporting material that can help illustrate your ideas. In 
addition to locating material, the chapter will provide guidelines 
on the best practices for using support to enhance your argument 
and illustrations in your presentations. 


What Is Fake News and Why Is It Harmful 


As explained in the C-SPAN clips, fake news or false news is 
“fabricated information that mimics news media content in 
form but not in organizational process or intent.” Fake news 
lacks editorial norms established by traditional media outlets. 
This means that the source of the story spreads misleading or 
false information with the intent of deceiving their audience. 
Fake news has proliferated the political context but also spreads 
misinformation on health issues, such as vaccines and nutrition, 
as well as financial information. 
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Fake news impacts all of us. In the 2016 presidential election 
cycle, the average American encountered between one and three 
fake news stories during October, right before the presidential 
election.’ That is a pretty alarming statistic. 

There is also data to suggest that false information travels 
faster through Twitter than true information travels. This is 
especially true when the topic of the fake news article is 
related to politics. So, in the course of our everyday 
media exposure we are coming into contact with fake 
news stories regularly.’ 

One reason fake news has become so prevalent 
is the lack of editorial oversight in social media. 
Journalistic norms and standards for ethics rose 
in response to propaganda associated with World 
War I and yellow journalism. Journalism became 
a profession shortly thereafter, and those pursuing 
this line of work took the ethics of the profession 
seriously. These ethics and standards have been 
upheld partially due to the fact that journalistic mar- 
kets were controlled by oligopolies that ensured publi- 
cations and journalists were meeting these standards. Now 
that the internet has made it so easy for anyone to post content, 
these standards are no longer being implemented uniformly.” 

Fake news can have real implications, even at the individual 
level. Consider the story of “pizza gate.” On December 4th, 
2016, Edgar M. Welch, a 28-year-old father of two, drove from 
his home in Salisbury, N.C., to Washington D.C., with an assault 
weapon to Comet Ping Pong, a pizza restaurant. Mr. Welch was 
hoping to stop a ring of child sex traffickers who were using 
the restaurant as a front for illegal activity. After arriving at the 
restaurant, Mr. Welch shot off the lock on the back door, entered 
the kitchen, and began searching for the basement where he 
believed children were being held captive. He continued to fire 
his semi-automatic weapon inside the building.*” Fortunately, 
no one in the restaurant was hurt. After police arrived, it was 
revealed that Mr. Welch had read a series of news articles on 
Twitter, Facebook, and the web linking the pizza restaurant 
with a child sex trafficking ring lead by Hillary Clinton.®” These 
stories, however, were falsified. They were fake news reports 


that were circulated through the internet to distract attention 
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from more substantial issues regarding the election. We have 
recently seen more and more of these fake news stories, but this 
one had terrible consequences both for the pizza establishment 
and for Mr. Welch. He was ultimately sentenced to four years in 
prison and three years of probation, and he must pay $5,744 in 
restitution to Comet Ping Pong Pizza. The owner of the pizza 
company, James Alefantis, said he is relieved this situation is 
over, but his reputation has been tarnished by the whole ordeal. 

While this example is extreme, fake news can impact us at 
the individual level as evidenced in this case. However, it can also 
impact our democracy, health, and financial well-being both at 
the community and national levels. So, we owe it to ourselves to 
investigate the information we use to inform our opinions and 
support our arguments. 


Seven Types of Mis- & Disinformation 


Fake news isn’t the only problem. As Clair Wardle of Firstdraft® 
explains, fake news runs on a continuum. Fake news is on one 
end of the continuum where everything in the story 1s false. There 
are no verifiable facts, sources, or quotes. The “pizza gate” story 
and the example in the opening clip are examples of fake news. 
However, some stories contain misinformation or disinformation but 
aren't completely made-up and may be harder to identify. You need 
to be on the look out for other types of disinformation when searching 
for supporting materials. Some examples are detailed below. 

» Fabricated Content: 100% of the information is false and designed 
to deceive the reader. This 1s what we mean by “Fake News.” 

» Satire or Parody: This is a joke, like the articles on the website, 
The Onion (https://www.theonion.com/). It is humorous and some- 
times people may be fooled because it is presented in a serious way. 

» Misleading Content: the content of the article is accurate and 
used to frame an issue or individual in a way to manipulate the 
situation. 

Imposter Content: Genuine sources are impersonated. 
False Connection: The headline doesn’t support the content of 
the article. Clickbait is an example of false connection. 

» False Context: Legitimate content is shared with false con- 
textual information. 

» Manipulated Content: Legitimate information or images 
are manipulated to deceive. 
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Detecting Fake News or Misinformation 


So, how can we protect ourselves against fake news, misinfor- 
mation, and/or disinformation? One potential strategy is to 
empower individuals with the information to detect it. However, 
research indicates that we are less likely to question the veracity 
or truthfulness of information or news unless it runs counter 
to ideas we already hold, or we have some other motivation to 
confirm its accuracy. We tend to read and seek information that 
supports opinions or beliefs that we already hold, so interrupting 
the preponderance of fake news is difficult.? Below, we discuss 
some methods that you can utilize to make sure the information 
you are using is accurate. 

First, question everything you read, even if something rings 
true to you. Validate the information and check the credentials 
of the writer or source of information. ‘Then you can employ 
websites and software that will analyze the content of the infor- 
mation. Websites like those listed in the box “Tools for Checking 
News Stories: How to Detect Fake News” on page 127 can 
assist in identifying false information. Finally, follow the guide- 
lines outlined in this chapter. These guidelines will assist you in 
choosing the best supporting material and evaluating it once you 
have located it. 


Listen as Alicia Shepherd, media and ethics expert, discusses her defi- 
nition of fake news but also stresses the importance of media literacy 
among citizens, and she highlights the news literacy project which can 
enhance your skills in selecting the best sources to make your point. 


Rk 


C-SPAN 


https://cs.pn/2R3XtF2 
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Locating Supporting Material 


Part of being information literate is knowing when you need to 
use information to support your ideas. The need for information 
or support may shift from situation to situation depending on 
your audience. More reluctant or hostile audiences are going to 
require more support to get your ideas across. Spending a good 
deal of time analyzing your goals in relation to your audience 
will give you good insight into the types and amount of support 
you will need. Once you have decided that you need support, 
where might you find it? The following section will focus on 
helping you locate good and reliable information to support the 
ideas in your presentations. 

If you are like other students, the first place you might seek 
information 1s Google and Wikipedia. Google and Wikipedia are 
great places to start, but they aren’t sufficient for finding all of the 
information you will need for your presentation. The following 
section provides ideas and resources that are available at almost 
any university library or online. These resources should aid you 
in collecting valuable supporting evidence. 


Online Resources 


Google Scholar 


Google Scholar is a specialized Google search. It is a search 
engine that allows you to search a multitude of places for schol- 
arly articles. It cuts across disciplines so it provides a wealth of 
information on almost any subject. These include articles, theses, 
books, court opinions, information from academic publishers, 
professional societies, online repositories, and universities.’ Ifyou 
link Google Scholar to your own university library through 
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settings and library links, you should have access to many full- 
text versions of the articles that you find in your searches. If your 
university library provides access to the full-text article, after 
providing your credentials, you too should be able to access the 
full-text version from the comfort of your own home. If you have 
trouble with this feature, speak with a librarian. They should be 
able to help customize your settings. We can’t stress enough how 
much easier this customization will make your life. 


Google Scholar 


= Google Scholar 
@ Settings 


Search results Show library access links for (choose up to five libraries): 
Languages 
Library links 
Account 
Button 


Purdue University Libraries West Lafayette kw 
@.g., Harvard 


Y Open WorldCat - Library Search 


Online access to library subscriptions is usually restricted to patrons of that library. You may need to login with your 
library password, use a campus computer, or configure your browser to use a library proxy. Please visit your 
library's website or ask a local librarian for assistance. 


To retain settings, you must turn on cookies 


Organizational Websites 


Organizational websites are terrific places to look for informa- 
tion. They often publish information about themselves but also 
link to other information on their industry or related material 
that could prove useful in your search for information. Consider 
the American Society for the Prevention of Cruelty to Animals 
as an example. This website has a wealth of information and 
statistics on the humane treatment of animals. They also have 
current headlines and the latest information on regulations and 
legislation on this issue. If you were planning a presentation on 
animal rights, this organization’s website could be crucial to 
your research. 
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Crowd Sourcing Platforms 


Crowd sourcing platforms like Reddit are a type of social news 
aggregation but also provide the opportunity for members to 
rate content and discuss it with each other. Another similar type 
of platform includes StackExchange. These platforms assem- 
ble groups of people who are interested in a particular topic. 
They have forums on all types of topics such as math, movies, 
parenting, science fiction—the list is really endless. People pose 
questions, others answer, the answers are voted on by other users, 
and the best ones rise to the top. 

Ranking of the answers provided to questions and discus- 
sion threads is what is important with this type of resource. 
The “crowd” controls what is popular thereby providing some 
quality control of the content or answers. However, the control or 
oversight will only be as good as the members are knowledgeable 
on a particular topic. This is something to consider when using 
this type of source for gathering your data. 


Blogs 


Blogs can be an interesting source of information for supporting 
material. Blogs are usually written on a variety of topics by an 
individual, a group of individuals, or even an organization 
with some sort of expertise in an area. They are 

usually specific to a defined topic and provide the 
latest developments or reviews on something 
relevant to the topic. Some extremely pop- 
ular tech blogs include Mashable, GigaOM, 
and Gizmodo. Some popular science blogs 
include Overcoming Bias, Bad Science, and 
RealClimate. You can find blogs on vir- 
tually any topic from decorating to gun 
control. However, authors of blogs may 
vary in expertise or reputation in their 
field. The popularity of a blog is some 
indication to how useful the information is, 
———e” _sébut the credibility of the author or authors 
—_ is also a factor for you to consider. Some blogs 
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are run by traditional media outlets, so they enjoy the pres- 
tige that goes along with the traditional media outlet’s name. 
The New York Times has several blogs, for example. You will have 
to consider all of these factors and decide if the information in 
the blog will be credible with your particular audience. 


Twitter and Other Social Media 


‘Twitter and other social media provide good material for sup- 
porting evidence as well. By searching hashtags you can locate 
any topic and see what the experts are saying about it. You can 
follow a leading expert and mine their tweets for important infor- 
mation. Although it probably won’t provide a lot of supporting 
material, it can provide insights and “digital access” to an expert. 
You can always direct message an expert and ask a question. You 
never know, they might answer you, and that would be a great 
addition to any presentation. In a way, it provides you access to 
an expert that would otherwise be difficult to obtain. Be sure 
that the person you are following is a legitimate expert. Anyone 
can create a website and Twitter account so make sure that you 
are citing someone your audience will respect. 


Online Newspapers and Magazines 


Online newspapers and magazines provide excellent information 
as well. You can usually go straight to a source and download 
a limited amount of initial information for free. Most of the 
more popular newspapers and magazines are also indexed at 
your library. Your library provides you with unlimited access by 
indexing most of the more popular newspapers and magazines. 
Newspapers and magazines are timely, and the material you find 
in the latest issues will be current. ‘Traditional newspapers and 
magazines also go through an editorial process that is arduous. 
The articles are usually fact checked, and it provides an added 
layer of protection against collecting false or inaccurate informa- 
tion. ‘That is a real benefit to this type of source. 
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News Aggregators 


News aggregators are software or web applications that pull all of 
the news together from syndicated sources into one place so it 1s 
easy to find. Google News and Apple News apps are examples of 
this type of resource. They pull syndicated stories and headlines 
from all over the world and show the latest headlines. They 
are good for catching up on current news and stories. If you 
are looking for timely information on a topic that is currently 
making news, this is where you would want to go. 


Popular News Aggregators 


» (©) Science News » Flpboard 
» The Morning News » Google News 
» PopUrls » AP News 


Some news aggregators are specialized. For example, 
Politics Today and Memorandum are two that are specific to 
politics. If you subscribe to an aggregator, you likely will have 
little control over the information in your feed because it has 
been tailored for your reading preferences. If you aren’t currently 
subscribing, you can control the content and target the topic you 
are interested in learning more about. In order to make sure you 
are seeing a variety of content and not specialized content, you 
will have to look at your settings to make sure you are getting a 
broad look at what is out there. This is one limitation with this 
type of source. 


Databases 


General databases at your library provide great access to a vari- 
ety of different types of material that could be important to your 
presentation. ‘These databases search a wide variety of subjects 
and are good places to begin general searches. The following 
table lists some of the most popular with a description of what 
they index. 
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Popular Databases 


» Nexis Uni: Provides full-text access to U.S. and international 
newspaper articles, information on 80 million companies, informa- 
tion on federal and state court cases, laws, regulations, European 
Union law, patents, tax law, and law review articles. 

» Academic Search Complete: Provides a large collection of full- 
text journals. It includes peer-reviewed full text for STEM research 
as well as for the social sciences and humanities. 

» Academic Search Premier: General academic index that 
indexes more than 8,200 magazines and scholarly journals from 
every academic discipline and provides some full-text access. 

» Newswires: Provides near real-time access to top world-wide 
news from Associated Press, United Press International, PR 
Newswire, Xinhua, CNN Wire, and Business Wire. 


(Descriptions taken from EBSCO and Purdue libraries.) 


Scholarly Peer-Reviewed Articles 


Scholarly articles that are published in peer-reviewed journals 
go through a special editorial process before they are published. 
The author, usually an expert in the field, submits the article 
for publication to the journal. The journal editor then sends the 
paper out to other experts in the area and asks them to review the 
article. These outside reviewers then read the article and decide 
if it will be published in the journal or not. A paper that is chosen 
to be published will probably go through edits by the reviewers 
before it is published. This process is the most stringent, and 
peer reviewed articles are believed to be the most prestigious. 
Every subject area (e.g., sociology, nutrition, theoretical physics, 
drug and alcohol abuse) has peer-reviewed journals, and they can 
be very specialized. They can also be hard to read for someone 
who isn’t an expert in the field. However, they are very credible 
sources of information due to the rigorous review process. You 
can find peer-reviewed articles in Google Scholar and in general 
and specialized databases in your library. 
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Books 


Good old books can also provide information for supporting 
material. Books enjoy one marker that can help distinguish 
quality, and that is the press that printed the book. Different 
presses have different status among 


readers, and you can usually tell how By the time a book 
important a book is by who printed : 
or published it. It is one method of gets to the library 


determining how credible the mate- or on the bookshelf, 
rial mightbe, it may already be 
One limitation with books, how- 

ever, is currency. Books take a while out of date. 
to publish, and the author does not 
have the ability to write something and get it out to their readers 
immediately. By the time a book gets to the library or on the 
bookshelf, it may already be out of date. For historical topics, this 
may not be an issue. For topics that require constant updates, this 
can be problematic. 


Librarians 


Librarians are also a great source of information. Don’t be afraid 
to seek out a librarian for assistance especially if you are looking 
for something that is a little bit obscure. Many libraries often 
have online sessions where you can speak to a librarian without 
even having to go to the library. Students rarely take advantage 
of these services, but we encourage you to. Nobody knows the 
library like a librarian, and it is his or her job to help. You will 
find better material more quickly if you utilize their services. 


Interviews 


If you have access to someone with subject expertise or someone 
with special experience that makes them credible on a particular 
topic, you may want to interview them and include their opinion 
or testimony in your presentation. As mentioned earlier in the 
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chapter, you can often access some experts over social media. 
Don’t be afraid to reach out and ask for a quote or answer to a 
particular question. Experts are often surprised to be contacted 
by students and welcome the opportunity to speak with them. 

Being on a college campus provides ample access to all kinds 
of experts who are conducting cutting edge research. Their busy 
schedules don’t always allow them to sit down and talk through 
30 minutes of questions, but they may be able to answer a quick 
question over email. 

There are a few things to keep in mind if you do get access 
to an important interview. First, arrive to the interview prepared 
and ready to go. Second, be respectful of the interviewee’s time 
constraints and keep the questions to a minimum. Finally, make 
sure that you quote the expert accurately. It is important that you 
summarize the key ideas and read them back to the interviewee 
to ensure that you have captured his or her ideas correctly. 
Interviews can have an impact on your ability to persuade your 
audience, so if you think they might add to your argument, use 
them to add support. 
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Once you have determined that you need supporting material to 
enhance your ideas and have located sources to retrieve support- 
ing material, you have to evaluate the credibility of that material 
or the source. Exactly how valid or credible is the support you 
want to use? The standard questions—when, what, where, and 
why—apply when evaluating your material. In order to evaluate 
supporting material, it is important to consider the authority of 
the source. 


120 Presentations That Matter 


Information Literacy Chapter 5 


Authority and Supporting Material 


Authority, as it relates to information, is associated with per- 
ceived expertise and credibility of the person or organization 
that created that information or material. Authority is a complex 
concept. Just who has the legitimate power to be an authority on 
any particular issue? Well, that depends on who 1s consuming the 
material. That is why it is extremely important that you conduct 
adequate audience analysis in order to determine exactly which 
experts or sources will resonate or be accepted by a particu- 
lar audience. 

Authority can be accrued on an individual level (e.g., single 
author) or at the institutional level (e.g., news agency). Regardless 
of the level of authority, it occurs within a particular 
context, and different communities respond to 
different authority in different ways. Consider, 
for example, the way political conservatives 
and liberals in the U.S. respond to the 

authority of information presented by 
MSNBC and Fox News. Conservatives 
are extremely skeptical of information 
presented by MSNBC, and liberals are 
skeptical of anything on Fox News. You 
have to know your audience and who they 
believe has authority. 

In order to evaluate the particular 
authority of any document that you may 
use in your presentation, we typically consider 
expertise, societal position, and special experience 

of the source of that information. Let’s take a closer look 
at each of these and explore ways they can be used to evaluate 
the sources you consult for supporting material. 


Subject Expertise 


Subject expertise usually refers to the scholarship of informa- 
tion.' It is the information created in the pursuit of knowledge in 
a particular area or endeavor such as chemistry or art history. 
Subject expertise is usually defined by an agreed upon set of 
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criteria that industry or discipline experts create to bestow mas- 
tery of an area. It usually includes a formal educational degree 
(e.g., PhD, MD, JD, or MFA) along with special experience in 
the subject area that leads someone to be considered an expert 
and have subject expertise.’ For example, a student who receives 
a Masters of Fine Arts in art history is beginning to establish 
their expertise but probably won’t be an expert until they estab- 
lish significant years of additional work experience and/or 
research in their specific area of specialization. 

When examining the subject expertise of a resource, you 
might ask the following questions: Just what is the particular 
expertise of the author ofa particular document? Does the author 
have formal education that makes them an expert in the area? 
In other words, do they have an advanced degree in the area, 
or have they been conducting research in the area? If so, the 
author is probably considered an expert and has the education 
and experience to be an authority on a given subject. 

Consider the level of expertise in the following two examples. 
A neurosurgeon will have more expertise on issues related to the 
brain than a pediatrician, for example. ‘Two individuals with 
advanced degrees in particle physics may both have some exper- 
tise, but the one who has also worked conducting research at the 
Fermi National Accelerator Lab will likely have more expertise 
because of the prestige of the lab experience. 

In addition to people, organizations may also have 
expertise. Many of the documents you use to support 
your claims in your speech may be from organiza- 
tions. Again, ask yourself what special expertise 
a particular organization has and what special 
knowledge it might have to produce this 
information. For example, few of us would 
doubt the expertise of NASA in regards to 
information on the space programs or the 
history of the space program in the U.S. 
Medical associations such as the American 
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Dental Association or the World Health Organization also have 
expertise in their own domains. These are just a few examples 
of organizations that would have subject expertise. 

When you gather your information for your presentation, it is 
important that you recognize subject expertise as an important 
factor. Choose resources and information created by individuals 
and organizations with appropriate credentials. As mentioned 
earlier, it is also important to consider the context in which you 
will present your information and to consider your audience. 
What sources will they most readily recognize and validate? 
A room of undergraduate accounting majors will have a very 
different view of expertise regarding accounting regulations than 
a room full of Certified Public Accountants. So, when choos- 
ing resources to support ideas in your presentation, consider 
expertise and the criteria for expertise that your audience may 
also require. 


Societal Position 


Sometimes expertise is associated with a position or role someone 
plays rather than a set of degrees or certifications someone has 
earned. For example, politicians usually earn expertise related to 
issues in their jurisdiction based on their experience in office, and 
members of the clergy are often considered experts on a variety 
of issues beyond their specific training. ‘Take, for instance, Pope 
Francis. He has been an outspoken advocate against poverty 
around the world. While he does not hold advanced degrees in 
finance or business, he does garner credibility because of his 
leadership role in the Catholic Church. 

The important thing to remember with using sources based 
on their societal position is that they may not actually have the 
expertise you need, and, even if they do, they may be perceived 
as biased on certain topics. Consider a politician like Hillary 
Clinton who is an expert on foreign policy. Through her role as 
Secretary of State, she has gained a wealth of information about 
global relations and tensions. However, her stance on specific 
topics (e.g., Russia, Taiwan, Israel) may be skewed because of her 
political affiliation (as would a Republican’s perspective). 
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Special Experience 


In special cases, people develop expertise in an area, and it isn’t 
related to a formal degree or directly related to their profession. 
For example, Ed Yong is a British science writer for the Aélantic, 
who also writes a popular blog called Not Exactly Rocket Science 
hosted by National Geographic. He has developed an expertise 
in microbes and parasites that impact the behavior of all animals. 
He has even written a book on the topic and delivered a wildly 
popular TED Talk on the subject. Although he has researched 
the area for a long time and has a wealth of knowledge in the 
area, he is not an expert in the same way that the actual biol- 
ogists who made the discoveries that he writes about are. Yong 
examines the original research that comes from these scientists’ 
labs, synthesizes it, and then presents it in a way that can engage 
larger audiences. While he is an expert, his authority is different 
than the authority generated by the actual scientists in their labs. 
Sometimes, people have exper- 
Sometimes people tise because they have had a special 
: experience. Perhaps they were part of 
have expertise a military deployment or maybe they 
because they were at Progressive Field when the 
have had a special Chicago Cubs baseball team won the 
World Series in 2016. These experi- 
ences make them uniquely qualified 
to talk about those particular expe- 
riences or topics related to those experiences. It is important to 
keep in mind that their accounts are anecdotal in nature, and that 
can be a limitation. However, anecdotal accounts are sometimes 
extremely entertaining and can arouse strong emotion from an 
audience and help tell a great story. Ultimately, it depends on 
the goals that you have for your presentation. However, this 
is something that is important to be aware of as you evaluate 
your material. 


experience. 
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Other Considerations for 
Choosing Quality Sources 


Once you have determined the appropriate level of authority 
for the supporting material included in your presentation, there 
are some additional things to consider. The following sections 
present criteria to consider when selecting supporting material. 


Consult Reliable Sources 


The places that you look for information should be credible 
and respected. Known entities with established reputations are 
usually more embraced by audiences than websites that no one 
has ever heard of. Also, certain sources are known to be biased 
in particular ways. As we mentioned earlier in this chapter, Fox 
and MSNEC are perceived as being politically biased. Keep 
all of this in mind as you consider using a particular source. 
Your instructors may have criteria that they want you to use 
when consulting sources, so make sure that you check with them 
concerning any specific guidelines. 


Consider Primary and Secondary Sources 


One thing to keep in mind is the difference between primary 
and secondary sources. Primary sources are the originat- 
ing sources of the information. When the New York Times 
publishes an article on the benefits of exercise for brain 
health, it usually bases the article on the peer-re- 
viewed research published in a medical journal. 
The peer-reviewed piece in a medical journal 
is the primary source, and the secondary 
source is the article in the New York Times. The 
original or primary sources are always more 
reliable. Secondary sources reinterpret the 
information in primary sources, so there are 
always chances for information to be uninten- 
tionally misinterpreted. 
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Secondary sources are not inherently flawed, however. Many 
times the information is presented quite accurately. In some 
cases, this is the only mechanism for sharing information to 
wider audiences. Few of us have the educational requirements 
to ferret through medical journals. This would often require 
detailed background in the specific medical area being discussed 
as well as a sufficient background in experimental methods and 
statistics to fully appreciate the information. Science journalists 
take the information and present it in a way that mass audiences 
can understand. This is extremely important because findings 
from important studies may never make their way to the public 
if it were not for these secondary sources. 

However, information in primary sources can be misinter- 
preted and presented inaccurately. Sometimes, the material is just 
hard to communicate, and the secondary source gets it wrong. 
The secondary source can also use and manipulate the data to 
make its own point. So, it is important that you consider whether 
your source is primary or secondary and if you should consult 
the primary source to check for accuracy. Some audiences will 
be fine with secondary sources and some will not. It is important 
that you take that into consideration. 


Verify Your Material from More Than One Source 


Once you have found information that you think you may want 
to use, it is important that you verify that information or check 
to see that it has been reported in a similar way by more than 
one legitimate source. Consider the 

following situation that occurred 

You need to in December of 2016 about a dying 

check that your child and a Santa Claus actor."” 
Eric Schmitt-Matzen, a profes- 


information has sional Santa Claus actor, claimed 


been reported that he had received a call from a 
in asimilar way local Knoxville, Tennessee, hospital 
by more than that a child was dying and wanted 
tas a visit from Santa Claus. He claims 

one legitimate that he rushed to the hospital to bring 
SOUICE. the child a present, and the child died 


while he held him in his arms. The 
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story was originally reported to the Knoxville Sentinel News. 
The Sentinel News did not initially verify the story with other 
sources and printed the story as part of a regular column. The 
feel-good story went viral spreading quickly across the internet 
and more traditional news outlets. When the Knoxville Sentinel 
News followed up and decided to verify their sources, no hospital 
in town could verify such an event happened or even identify a 
patient who could fit the profile in the story. The Sentinel News 
retracted the story and so did many other media outlets across 
the U.S. The Sentinel News should have verified the facts of this 
story before they printed it, but they claim they received the 
information from a regular and trusted source. Regardless, they 
should have followed up and verified the source."° 

If the second news outlet had conducted due diligence to 
investigate whether or not these events took place, they could 
have prevented the questionable story from going viral across 
several other resources. Eric Schmitt-Matzen maintains that the 
events did, in fact, happen, but he refuses to provide more detail 
to protect the child and family who were involved. 

The lesson we can learn from this event is that it is important 
to verify facts, stories, and statistics. Facts from one source are 
rarely sufficient to make a claim. It is important that you seek 
information from more than one source to verify that your 
information is indeed correct. 


Tools for Checking News Stories: How to Detect Fake News 


» Fact Check: A nonprofit consumer advocate organization that 
seeks to reduce deception and confusion in U.S. politics. https:// 
www.factcheck.org/ 

» Politifact: A nonpartisan fact-checking site owned by the Poynter 
Institute. https://www.politifact.com/ 

» Snopes: A fact checking website owned by Snopes Media Group. 
https://www.snopes.com/ 

» Allsides: A website that provides media bias ratings for approx- 
imately 600 media outlets and writers “freeing people from filter 
bubbles.” https://www.allsides.com/unbiased-balanced-news 

» Botometer: This site checks the activity of a Twitter account 
and provides a score. Higher scores are more likely to be bots. 
https://botometer.iuni.tu.edu/#!/ 
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Include a Global Perspective 


It is important to get a global perspective on many topics. 
Sometimes, it isn’t sufficient to check for bias just nationally— 
only among U.S. outlets. We live in a global world, so it becomes 
important to consult the perspective of others who live outside of 
the U.S. If you were, for example, to give a presentation about 
the Syrian refugee crisis, a U.S. perspective would be limited, 
and information from the places closer to and more directly 
impacted by the crisis would be both valuable and informative. 
Therefore, consult newspapers and other sources published in 
other countries to make sure you have considered your topic from 
more than just one angle. Some of the databases recommended 
earlier in this chapter search outlets that are based outside of 
the U.S. Look for diversity in perspective; it can be important to 
remaining unbiased. 


Ensure the Currency of Your Information 


Currency means that your information is new, up-to-date, 
or current. We live in the information age, and things change 
rapidly. Information is everywhere, and it can be spread in a 
viral fashion. It is important for you to have the most up-to-date 
information as possible. Ifyou cite information on a health issue, 
for example, that is two years old, it may already be out of date. 

If your audience has more up to date material than you 
do, they will question your credibility. 
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Be Skeptical of Information 


If something sounds suspicious, it prob- 
ably is. Be skeptical about the sources 
you examine for your support. Only use 
information that you can be confident is 
accurate. Why was the material written? 
Was it in a periodical with a purpose to 
inform? Was it published in the opinion 
or editorial section of a newspaper and 
written to persuade people? Was it part of an 
organization’s promotional materials? Asking 
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why this information was published can sometimes identify bias 
that might be in the information. It is always important that 
you examine your material for bias because if you don’t, your 
audience will. It is better to use no support at all than to use 
material that is highly biased in some manner or is inaccurate. 


Types of Supporting Material 


Now that you have considered the credibility of sources that you 
may want to consult for your supporting material, let’s examine 
the specific supporting material itself. In the following section we 
review several types of supporting material, suggest good places 
to find that type of supporting evidence, and make recommen- 
dations on how to use that supporting material effectively. 


Statistics 


Numbers and statistics can have a strong impact in a presentation 
because we believe, accurately or not, that they are less subject 
to interpretative bias than other types of supporting material. 
If used responsibly and if the speaker understands the statistics 
they are using, they can be incredibly powerful. Statistics can 
easily make a point in ways that words alone could never make. 
Consider the claim that the movie Tztanic was incredibly popu- 
lar. Saying that according to the Internet Movie Database, the 
movie, Z2tanic, has grossed over 2 billion dollars world wide as 
of August 2015 has a stronger effect than simply saying it was 
popular.'' The second statement is much more descriptive and 
has more impact. 
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Where to Find Statistics 


There are many places to find statistics. Many figures and statis- 
tics will be mentioned in the reading you do to prepare for your 
presentation. However, sometimes you will need a particular 
figure to prove your point and will need something very specific. 
Here are some good places to start when looking for statistics. 

First, you may consider using a reference source or database. 
Any library will provide access to a wide range of databases that 
provide information on statistics. Some of these will be specific 
to an industry or segment like Agricultural Statistics (USDA) or 
CountryWatch, which provide demographic, political, economic, 
business, and cultural information on specific countries. ‘There 
are also more general databases like the Data-Planet Statistical 
Datasets that provide information from more than 70 source 
organizations and 90 billion data points. You can find informa- 
tion all the way from education to travel to commerce. Statistical 
Abstract of the United States also provides a wealth of statistical data 
from both governmental and nongovernmental sources and 1s 
produced by the Census Bureau. Visit your library home page for 
the list of databases that are available to you. They are usually 
indexed by topic and provide a wealth of information. 

The second strategy for locating information would be to 
find agencies or organizations that may collect that information 
and publish it. ‘These may include governmental organizations, 
NGOs, Academic Institutions, or even commercial firms. One 
great place to begin is with organizations that collect a wide 
range of data and publish it regularly like the Pew Research 
Center and Gallup. 

Another place you may find data and statistics is in research 
articles. Many of the articles you find in periodicals and schol- 
arly papers will provide a wealth of data and statistics that will 
provide good supporting material. 

The following list contains some webpages that are good 
places to start when looking for statistical information on a 
variety of topics. 
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Webpages to Reference for Statistical Information 


» U.S. Bureau of Labor Statistics: Has links to sites both 
nationally and internationally and by specific country. https:// 
www.bls.gov/bls/other.htm 

» FedStats: Provides information on a range of official information 
produced by the federal government. https://fedstats.sites.usa.gov/ 
about/ 

» World Health Organization Data Page: Provides data on all 
kinds of worldwide health issues. http://www.who.int/gho/en/ 

» Pew Research Center: Nonpartisan organization “fact tank” 
that provides poll, demographic, and content analytic data. http:// 
www.pewresearch.org/ 

» Central Intelligence Agency: Provides data on 267 
world entities. https://www.cia.gov/library/publications/ 
the-world-factbook/ 


Using Statistics Effectively 


There is a very famous book called How to Lie with Statistics 
by Darrell Huff. The point Huff tries to make is that you can 
manipulate numbers in a variety of ways that bias them in your 
favor.'* However, he correctly argues that this isn’t ethical, and it 
is important to make sure that the statistics you do use represent 
your claim accurately. Here are some tips to keep in mind when 
you use statistics as supporting evidence. 


Why and How Was the Data Collected? 


Anytime someone collects data, there is a reason. The person has 
an agenda and is trying to answer a particular question. This can 
bias the data. When you use information such as statistics, it 1s 
important that you think about who collected the data and why 
they collected that data.'* Here are some good questions to ask: 


\ What issue prompted the poll/survey? 
\ What policy or event may rely on the outcome of the poll/ 
survey? 


\ Who or what organization may benefit from the data that is 
collected in the poll/survey? 
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Asking these questions may help you decide if the data may 
reflect a bias. You won’t find any information that is completely 
free from bias but examining it by asking these questions may 
help you see any potential problems, if they exist. 

It is also important to let the audience know how the data was 
collected. Was it a survey project collected over the phone or via 
online surveys? How many people did they survey? What were 
the demographics of the survey? Was the survey representative, 
and who collected the data? All of this information can impact 
exactly what this data means. Knowing this information can alert 
you to problems with certain statistics and may impact how you 
choose to use the information. If the poll reflects a small sample 
collected in a non-scientific way, it may not be very reflective of 
the larger population it purports to represent. 


Has the Data Been Interpreted Correctly? 


Correlation vs. Causation 


One of the mistakes we often see in presentations is confusing 
correlational data with data use to make causal claims. In order 
to make causal claims—a claim that one variable causes 
another—three things have to be present. First, the causal vari- 
able has to precede the variable it impacts. Second, all 
extraneous factors that could also be impacting the 
variables have to be ruled out. Finally, the two 
variables in question must move together in a 
systematic way, or in other words, the variables 
are correlated. In order to meet these three 
criteria for a causal claim, an experimental 
design must be used in the study. Experimental 
designs allow researchers to control for extra- 
neous factors, control for order, and test 
whether variables are related or correlated. No 
other research design can meet all of these cri- 
teria. Unless the study used an experimental 
design, the authors cannot make causal claims.'* 
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Correlational studies merely argue that two variables are 
related or move together. They only meet one of the criteria for 
causation. As one variable goes up, the other variable goes up, 
or as one goes up, the other goes down or vice versa. Say you find 
a study that claims that after surveying a group of people on 
optimism and after looking at their medical data, researchers 
discovered that participants with high optimism scores also had 
healthier hearts. You examine the article and learn that the 
researchers merely used survey data and medical chart data and 
found that people who were more optimistic had healthier hearts. 
Because the study did not use an experimental design, the 
researchers can’t prove that optimism caused the participants to 
have healthier hearts. Maybe something about healthy hearts 
causes people to be more optimistic. Without an experimental 

design we couldn’t tell which variable, if either, caused the 
other—maybe it was some other variable all together. 

The only thing we know for certain is that when 

optimism is higher, so is heart health. 

Many health-related studies that are 

reported in popular press pieces cite cor- 
relational data. Read the article carefully 
to see what kind of data was collected to 
see if causal claims can be made. The orig- 
inal research article will often explicitly 
describe the experimental design in the 
method section if it was indeed experimen- 
tal. Ifyou aren’t certain that they have causal 
data, then you cannot make a causal claim. 
Causal claims are more powerful than cor- 
relational claims and can mislead your audience. 
Consequently, be careful and examine claims carefully. 


Report the Margin of Error 


When polls are conducted, they also have a margin of error. This 
is basically a confidence interval in which we expect the larger 
population to fall. IfI say that 55 percent of students report dissat- 
isfaction with dining services with a margin of error of 7 percent, 
what I am really saying is that I am 95 percent confident that 
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the dissatisfaction with dining services lies somewhere between 
42 percent and 62 percent in the larger population. Why would 
this matter? Say the university dining services said that the 
number went down to 52 percent dissatisfaction, so they make 
an argument that they had actually improved things. Well, a 3 
percent improvement isn’t outside of the margin of error, so the 
change could have been due to sampling error. Margins of error 
matter, and they help audiences interpret the data, so make sure 
that you report them as well as percentages."* 


Report the Correct Central Tendency 


Say that you visit the campus placement office, and they report 
that the average salary for recent graduates in your major is over 
$208,000. That number seems extremely high to you. You are 
friends with several people who graduated recently, and none of 
their salaries are that high. What the placement office is report- 
ing is an average—an arithmetic mean. They may not know 
that the arithmetic mean is very sensitive to outliers. Maybe 
your program or major happened to have a diver who won a 
gold medal at the Olympics and 1s very well compensated for all 
his T'V appearances, book deals, and speaking engagements. So 
while most of the graduates in your major make around $42,000 
per year, he makes 1.2 million. This skews the data toward the 
high end. It makes it seem that recent alumni, on average, earn 
more money than they really do. Consider the following annual 
salaries reported from recent alumni in your major: 


Recent Graduate Alumni and Their Annual Salary 


» Student 1: $25,000 » Student 5: $57,000 

» Student 2: $32,000 » Student 6: $63,000 

» Student 3: $32,000 » Student 7: $1,200,000 
» Student 4: $47,000 


If we examine these using three measurements of central ten- 
dency (mean, median and mode), we get very different numbers. 
The mean or average is $208,000. The mode or most common 
number or salary is $32,000, and the median or number in the 
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middle is $47,000. ‘These measures provide extremely different 
views of this data. ‘The average skews the salaries, and students’ 
expectations for what they may receive after graduation would 
be unrealistic. In this case, the mode and median provide more 
realistic representations of reality. However, the mode may be too 
low. The median provides a truer picture of the typical student 
salary after graduation in regards to this data. It is important 
that you examine your data to ensure that the statistic you are 
reporting accurately reflects the point you are trying to make. 
Doing otherwise is misleading at best and unethical at worst. 


Contextualize Your Statistics 


Statistics can have a big impact, but sometimes those numbers 
are hard for an audience to visualize or interpret. Make it easier 
for them. When possible, contextualize your statistics. In other 
words, relate the numbers to something the audience is already 
familiar with or something that they can visualize. For example, 
simply saying that as of 2011, there were 500,000,000 active 
Facebook users is a little overwhelming for an audience.’” How 
do we visualize a number that big? How can you help your 
audience contextualize or visualize that large data point a little 
easier? Well, you could tell them that means | out of every 13 
people on Earth is a Facebook user. ‘That has more impact and 
brings that 500 million into focus for your audience. Whenever 
possible, relate your statistics to something the audience can 
process more easily. 


Simplify Your Statistics 


Round off your statistics so that an audience doesn’t get dis- 
tracted by the details. It is much easier for an audience to process 
1 million than 1,035,325. So, unless it is extremely important for 
you to be specific, simplify numbers by rounding. 

Another method for simplifying statistics and data in general 
is using visual aids. Whenever possible, use simple graphs to 
show trends or percentages. This way your audience hears the 
data, but they can see it too. 


Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


Chapter 5 Information Literacy 


Use Statistics Strategically 


Statistics can become boring for audience members who aren’t 
highly motivated to process your information. Therefore, make 
sure that you use statistics strategically. In other words, don’t 
bombard your audience with statistics. It is a quick way to lose 
your audience. Pick and choose places where statistics will have 
the greatest impact and use them there. 


Opinion Statements 


Another type of evidence you may want to use 1s opinion state- 
ments. The opinion of an expert or someone who has had a 
particular experience can go a long way toward supporting your 
ideas. Using the experience or claims of an expert or someone 
who has more experience than you can actually enhance your 
credibility on a topic. It is one thing for you to say that identity 
theft is increasing. But quoting or paraphrasing the same state- 
ment from Andrew Weissmann, the Chief of the Fraud Division 
of the U.S. Department of Justice, carries much more impact. 
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Types of Opinion 
The first type of opinion we will cover is expert opin- ~IJeE, 
ion. Expert opinion is exactly what it sounds like. > 

It is the opinion or claim of a professional in the @> 
field. ‘This person has the occupational position Fae, 
or educational credentials to be considered 

an expert in a particular area. You can find ky, 
expert opinion in scholarly and peer-re- 


sa 
SOK 


viewed articles. Experts are also quoted in 
newspapers and other popular press pieces. O 
You can even reach out to an expert to see if» 
: ; : OP e 
they will allow you to conduct an interview to RE 


gain insight to their ideas and opinions as well. 
As mentioned earlier, you can also use social Ces 
~ 
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media to capture the opinion of an expert. Business and industry 
leaders as well as research scientists tweet and post to Facebook 
pages, and this can be used for testimony as well. 

The second type of opinion is lay opinion. Lay opinion is 
the testimony of someone who has had direct experience with a 
particular area. For example, your friend Mary may not be an 
expert on the Indy 500, but she has gone to the race for the last 
ten years. This experience would provide her with the insight to 
give advice on the best way to enjoy the race. Your friends and 
family are good sources for lay opinions. 


Tips for Using Opinion Effectively 


Provide Context for the Opinion 


Unless the person is extremely famous, you will want to let your 
audience know how their background and experience gives them 
authority. You may answer some of the following questions to 
establish their credibility: What is their education level? What 1s 
their occupation? What kind of work experience have they had? 
How many years have they been in the industry? Have they made 
any important discoveries, written any major books or articles, 
or appeared on television? Relaying this type of information to 
your audience will make the authority’s words have more impact. 


Make Sure the Person Is an Expert 


Don’t confuse expertise with celebrity. While Jennifer Aniston, 
the actress, may endorse skin care products, that doesn’t make 
her an expert on skin care. A dermatologist or plastic surgeon is 
an expert. Aniston would not be. Be careful of confusing the two. 
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Watch the difference in the congressional testimony between Actress 
Marcia Gaye Harden and the Center for Disease Control’s Lisa 
McGuire, Ph.D. who leads the Alzheimer’s Disease and Healthy Aging 
Program at the Centers for Disease Control and Prevention (CDC), 
within the Department of Health and Human Services (HHS). Both 
are passionate about Alzheimer’s research but note the differences 
in the testimony from an expert and a celebrity. When would one of 
them be more persuasive than the other? What are the benefits of 
Dr. McGuire’s testimony over Ms. Harden’s and vice versa? 


C-SPAN 


https://cs.pn/2F7a0S6 


Quoting vs. Paraphrasing 


Should you directly quote the opinion or paraphrase the opin- 
ion? Both have their strengths. Paraphrasing allows you to 
keep a conversational style and doesn’t require that 
you memorize or read the quote from your notes. 
However, it isn’t always ideal to paraphrase. Here 
are some practical tips for deciding what to do 

when incorporating opinion. 

Use paraphrasing when the idea you need 
to communicate is more important than 
the quote itself. Use paraphrasing when 
the quote is too long or too complicated to 
recite verbatim. 
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Use a direct quotation when the exact language the person 
used is important. Sometimes a person speaks in a unique man- 
ner, and that becomes important to capture. They may have 
a quirky vocabulary, or the quote may reflect a historical time 
period. You should also use an exact quote when paraphrasing 
may change the meaning. These guidelines should help you 
when weaving opinions into your supporting evidence. 


Examples 


Examples or short narratives are another type of evidence that 
you can use to support claims you make in your presentation. 
They can bring your ideas to life for an audience. They extend 
your ideas by providing an illustration or a specific instance for 
a general case. Examples can be brief or extended and real or 
hypothetical in nature. 


Brief Examples 


Brief examples can be a word or two or a sentence or two. 
They provide an instance of the concept or idea you are trying 
to convey. Maybe you are presenting information on the world’s 
largest rollercoasters, and you want to provide a few specific 
examples. Maybe you want to provide a couple of different 
examples of fruits and vegetables that provide vitamin C: yellow 
bell peppers, kale, and kiwifruit. 


Extended Examples 


Extended examples are useful when you need something more 
substantial to support your ideas. An extended example or 
mini-narrative can have a lot of impact on an audience and can 
bring abstract ideas to life. They are a powerful way to pull an 
audience in, and they can keep an audience engaged. 
Occasionally, examples come from real experiences, actual 
cases from historical documents. You can find them in news- 
papers and in magazines. Sometimes, however, no matter how 
hard you try, you simply cannot find real examples, and you 
have to ask your audience to imagine a scenario or provide a 
hypothetical example for them. You may not have any actual 
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scenario or extended example to explain how a specific nano- 
medicine may change our lives, but you could ask your audience 
to project how this technology may work in the future by creating 
a hypothetical situation. 


Tips for Using Examples Effectively 


Examples can be powerful tools, so use them to clarify, rein- 
force, and make your ideas come alive for your audience. Try 
to use real examples whenever possible. Hypothetical examples 
will never have the impact of a real example. If you are using 
an extended example or narrative, 
make sure that you include a begin- 
ning, middle, and end to your story. Examples can be 
Give your characters names and powerful tools, 

use adequate details so that your so use them to 

audience identifies with the action . ‘ 

and actors in the story. Chapter 7 clarity, reinforce, 


provides more detail on using nar- and make your 
ratives in presentations, so be sure ideas come alive 
and consult this information when for your audience. 


using an extended example. 


Images 


Images can add even more support to your ideas. ‘The old cliché, 
“a picture is worth a thousand words,” is definitely true. We 
recommend that you use images to support your ideas when you 
can. There are several different types of images that you may 
consider using. A few examples include pictures, graphs or charts, 
diagrams, infographics, maps, and even flow charts. While we 
talk at length about how to use visual aids in Chapter 9, it 1s 
important that we consider images briefly as a form of supporting 
material here. 
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Places for Finding Images or Graphics 


Google Images is a great place to locate images of all kinds. 
Simply search for images instead of performing a general Google 
search. Getty Images also has wonderful images in all kinds of 
categories. One problem with images is that they are usually 
copyrighted quite heavily, and you will need to pay to obtain 
permission to use them. There are, however, some images that 
operate in the public domain. The following table points you 
toward some sources that provide some images in the public 
domain, and Creative Commons licenses content that will not 
require you to purchase the image. Although many of these sites 
can be used for free and are in the public domain, check each 
picture and read the restrictions for each image you want to 
use. Many are free to use, but you still need to cite the source 
in specific ways (see the tip below for the ethical use of images). 
When in doubt about a particular image, find a different one. 


Images in Public Domain 


» Creative Commons: Searches a variety of sites for images that you 
can “share, use, and remix” Make sure you check the appropriate 
box at the top. http://search.creativecommons.org/ 

» College Art Association: Provides links to many depositories of 
images. http://www.collegeart.org/ip/ip_image 

» U.S. Government Photos and Images: https://search.usa. 
gov/search/images?afhliate=usagov&query= 


Tips for Using Images Effectively 


Make Sure the Content and Tone Are Appropriate 


Sometimes the graphic nature of an image is just what you need 
to convey a particular idea. ‘Think about the Yulin Dog Meat 
Festival. Imagine that you are delivering a persuasive speech 
asking people to protest this cultural event. While you could talk 
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about this festival all day, nothing could do your 
description justice like the photos that have been 
taken at the event. However, these images are 
terribly graphic in nature and probably too 
intense for many audiences. ‘The same 1s true 
for gruesome pictures of war images. Really 
think about how much emotion is appropriate 
to arouse in your audience. Upsetting an 
audience or causing emotional distress is 
rarely appropriate. Excess emotion may be 
troubling for an audience, but it also has impli- 
cations for you as a speaker. Sometimes, arous- 
ing too much emotion can backfire and your 
appeal will not have the intended consequence. 


Ensure Ethical Use of Images 


Since images are the work of others and potentially have mone- 

tary value, they aren’t all available for use in your presentation. 

Examine the rights of images you find carefully. Important 

questions to ask: Can they be used for free? Can they be manip- 

ulated? How do I give appropriate 

: credit? After determining that you 

Upsetting an have the right to use an image, make 

audience or sure that you provide appropriate 

causing emotional credit. The following section pro- 

: : vides guidelines for appropriate 

distress is rarely citations during presentations that 

appropriate. may be helpful when citing images 
as well. 


Copyright © by Melanie Morgan, Jennifer Hall 
Copyright © by Van-Griner Learning, LLC 


142 Presentations That Matter 


Information Literacy Chapter 5 


Edited Videos 


All of you have probably seen the testimony of Google’s GEO, 
Sundar Pichai, on YouTube. What you may not have realized 1s 
that in some of these videos the testimony was edited to make the 
members of congress appear completely unknowledgeable about 
iPhones, search engines, etc. While the unedited testimony may 
have highlighted some areas of misunderstanding on the congress- 
men and senators’ part, it wasn’t as terrible as the NowThis video 
made it look. https://www.youtube.com/watch?v=t-IMIGV-dUI 

The video was edited in a way that made it seem as if these speak- 
ers came one after another, with one ridiculous comment or question 
posed one after another. That was not the case. The edited video was 
roughly 4 minutes in length, but the actual testimony, which can be 
viewed on C-SPAN, was over 3 hours and 35 minutes in length. The 
Nowthis video also included music in the background that created a 
certain “circus clown” kind of tone that made the congress members 
appear even less informed. However, this added music can be con- 
sidered editorialization, and it added an evaluation of the testimony 
in the video. It didn’t present the testimony and questioning as it 
actually happened. 

According to their website, NowThis'® is the leader in video 
news on social media, so many of us get our news from these little 
snippets. If they are being edited to make a point that the creator 
wants to make, that needs to be considered. So, this is something 
that we need to keep in mind when we watch these clips. They 
have been edited to make a point or argument that may not 
have existed in the original unedited content. It is important 
to go back and watch the original content before jumping to 
a conclusion as presented in these videos. 
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Voting Has Changed over the Decades 


First Lady Eleanor Roosevelt votes in the 1936 presidential election. National 
Archives (NARA). This photo was used from the public domain. https://www. 
flickr.com/photos/127744844@N06/28295079594 


As you can see in the slides above and below, all of the details 
concerning where this image was found and who published it are 
printed at the bottom of the slide. In addition, during the presen- 
tation the speaker should also mention where the photo was found. 


\ 
\ 


Blended Retirement System 


Final Eligibility 
Opt-in Date for 
Training Begins Grandfathering 


OPT-IN 
JANUARY DECEMBER31 “<_ WINDOW —> | 


JUNE1 NOVEMBER JANUARY1 DECEMBER 31 | 
Leader Training 
Begins Eligible Opt-in BRS Goes 
Members Notified into Effect 


Military Retirement System. U.S. Department of Defense. This photo was used 
from the public domain. https://www.defense.gov/ News/Article/Article/785732/ 
dod-ramps-up-training-on-blended-retirement-system/ 
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Ensure Images Are Authentic 


News stories aren’t the only thing that can be manipulated. 
You should also check any images used in your presentations. 
According to ABC’ News and Popular Science, there are several steps 
that you can take to confirm the authenticity of a photo or image. 

First, try a reverse image search. You can simply search in 
Google under “Images” and provide the link to your image to 
see where it appears. This will usually show you the original 
image, and you can see if it has been manipulated. 

Tineye is another source that performs a similar function. It 
usually returns fewer images that more closely align with your 
searched image than Google does. 

A second method is to examine the metadata. The metadata 
is the information added by the camera and GPS coordinates, if 
that feature is enabled. There are websites where you can exam- 
ine the metadata associated with the file. It can tell you when 
the photo was taken, with what type lens, date created and time 
created, among other things. You can also see the pixel dimen- 
sions of the original image. You can then look up the pixel data 
to see if your photo size 1s consistent with its pixel numbers. If the 
photo in question is smaller than its pixels would indicate, it may 

have been cropped to cut something out. Using metadata, 

you can often see if it was opened in photoshop which 

may indicate if it was altered. However, just because 

something was opened in Photoshop doesn’t 

mean it was maliciously altered. If the image in 

question is posted on Facebook or ‘Twitter, the 
metadata will be stripped out. 

Another method is using Photoshop to 
see if something has been erased. Once you 
play with the brightness, you may be able to 

| see solid black blobs that may indicate that 
something has been removed. 

You can also look for patterns in the photo. 

A disruption in a line or pattern may indicate that 

the photo was manipulated. Although there 1s soft- 

ware that can detect problems with patterns, you can 

also see things with the naked eye. For example, one of the 
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authors of this text was recently working with a speaker to 
improve an important presentation they had to deliver, and the 
speaker had a picture of a U.S. veteran on one of her slides. ‘The 
veteran was wearing Army fatigues, and the patch that read U.S. 
Army was backwards. When asked 
about this, the presenter said she had 


A disruption in flipped the image to illustrate a point 
a line or pattern she wanted to make more strongly. 
er However, it was clear that the photo 
may indicate that had been altered. Had the slide 
the photo was appeared with this backward text 
manipulated. during the actual presentation, the 


audience would have been distracted 

and may have wondered why the 
photo had been manipulated. After a discussion, she put the 
unmanipulated picture back in her presentation, deciding it was 
better to use that than have the audience wondering what was 
going on with the photo and perhaps question her ethics. 
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As discussed in Chapter 1, plagiarism can present a problem for e a 
individuals. In this section, we highlight the fact that information OO 


has value, so it is important to recognize the intellectual property 
of others and give credit to others’ ideas if you borrow them. 
Although sometimes we hear that some cultures view plagiarism 
and individual contributions differently, current research 1s 
calling that into question. It seems that most, if not all, cultures 
respect the independent and unique work of others. In a compar- 
ison study of children between the ages of five and six in the U.S., 
China, and Mexico, researchers found that children rated people 
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more favorably when their drawings were unique and creative vs. 
mere repetitions of others’ drawings. The authors argue that this 
finding indicates that even small children have well-developed 
ideas about unique contributions and original work."” 


Providing Appropriate Citation 


Given that information others create has value and belongs ulti- 
mately to them raises issues of ethical use. We can use the ideas 
of others if we provide appropriate credit. Sometimes, that may 
seem awkward to do orally, and it becomes difficult to decide just 
how to give credit to others’ ideas during a presentation. While it 
is important to give others credit, there is a bonus for you as well. 
Citing others can also improve your own credibility or authority. 
This section will walk you through some strategies for giving 
others credit during your presentation. 


Oral Citations During the Presentation 


Speeches do not have bibliographies or work cited pages, so you 
must use oral citations to give appropriate credit. You will always 
want to simplify an oral citation. Your audience doesn’t appreci- 
ate you reading a full citation. There is just too much information 
for them to process. Speakers are often confounded about just 
how to simplify a citation and present bibliographic information 
eloquently during a presentation. There are no foolproof rules 
for accomplishing this. Because authority is contextual, it will 
be important for you to determine just what part of your citation 
will have the most impact for your particular audience. Will 
the support have credibility due to the organization that it 1s 
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affiliated with (e.g., New York Post, scholarly journal), or does the 
support have impact due to the author of the material? It may 
come from someone that your audience highly respects and that 
imbues it with authority (e.g., Neil deGrasse Tyson or Warren 
Buffet). Ultimately, you will need to decide which part of your 
citation carries the most impact and present that information to 
your audience. Your instructor may also have some guidelines as 
well, so make sure you seek this information. 

One portion of the citation that is usually important is the 
date it was published. ‘The audience often wants to know that the 
information you are presenting is current. If you are persuading 
your audience about dietary guidelines that are from 2006, the 
information won’t have much impact. Nutrition and medical 
research changes rapidly, and it is important for your audience 
to know that you have up-to-date information. You usually don’t 
have to cite the month and year unless your circumstance 1s 
really unique. 

Here are some examples and suggestions for citing support 
during your presentation. 


\ Spending on pet care has grown 60 percent from 1996 to 2012 
according to a 2017 article appearing in the New York Times. 

\ Cassia Denton, personal-training and group-exercises direc- 
tor for Balance Gym in Washington, was recently interviewed 
in January 2017 and said, “You should look for something that 
energizes you in a fitness routine.” 

\ According to their website, the National Rifle Association was 
founded in 1871. 

\ In Gary Taubes’ 2017 New York Times best seller, The Case 
Against Sugar, he claims that sugar is a “dietary trigger.” 

\ “Apollo in 1969. Shuttle in 1981. Nothing in 2011. Our space 
program would look awesome to anyone living backwards 
thru time,” says, noted astrophysicist, Neil deGrasse Tyson. 

\ Ina 2019 study published in the journal Current Biology, they 
reported data that provides evidence for episodic memory 
in dogs. 
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Boolean Operations That May Help You Search More Effectively 


» AND: Strings two words together and makes sure search engine 
only returns information that contains both words. It will actually 
decrease the number of results returned. Google assumes there is an 
“AND” whenever you type more than one word in the search box. 
Other search engines and databases do not make this assumption, 
and you must type them in. 

» OR: Use “OR” when you want to gather words of similar meanings 
and expand your search. Example: friend OR colleague OR peer 

» NOT: Excludes terms and helps you narrow a search when you 
are overwhelmed by material. 

» Exact Match “...”: In Google, put quotations around a phrase, 


mo 
and it will only return exact matches for that phrase. > 
» Hashtag Search: Put “#” in front of word. & 
= 
a 
0 
® 
aa 
< O 
2a 
e =) 


Chapter Summary 


In this chapter we highlight the importance of information liter- 
acy and provide information on the role of supporting evidence 
to support ideas in your presentation. We have also discussed 
ways to ensure that the information you use is legitimate. 

The authority of a particular source has implications for 
you as the speaker. We have also discussed ways to ensure that 
the information you use is legitimate. We also describe specific 
kinds of supporting evidence and the best practices for using 
that evidence. Citing sources in your presentation is important. 
There are various methods that you can use when citing sources 
in your own speeches. 
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Presentation 
Preparation 


Objectives 
After this chapter you will be able to: 


\ Prepare your presentation in an organized manner. 
Craft a presentation narrative. 
Understand the importance of organizing your ideas. 


Articulate different ways to organize presentation material. 


SIA A 


Create an introduction, organize main points and corre- 
sponding supporting points, use transitions, and prepare 
a conclusion. 
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Facebook has been under fire for the mis- 
handling of user data following reports 
that a data analytics company, Cambridge 
Analytica, was able to “harvest” personal 
information from over 87 million Facebook 
accounts.' In response to these allegations, 

bups/espn/2ZCHEIQ Mark Zuckerberg, the founder and CEO of 
Facebook, was called to testify before Congress. Before facing two 
days’ worth of questioning by lawmakers, Zuckerberg was given 
time for an opening statement during which he could proactively 
address the topic of privacy, data harvesting, and regulation of 
social media sites. As you watch Zuckerberg’s opening statement, 
consider the following: 


\ What was his goal (.g., informative, persuasive, ceremonial)? 


\ How do you think the speaking guidelines (the 5 minute time 
limit and formal setting) impact his preparation? 


\ What was his thesis statement? What were his main points? 


\ Was the presentation well-organized? What organizational 
pattern was used? 


MARK ZUCKERBERG 
Facebook Founder & CEO 
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Presentation Preparation 


How do you prepare for your presentation? This is an import- 
ant question because as any experienced speaker will tell you, 
preparation is one of the keys to a successful presentation. ‘There 
is a lot to consider when preparing a presentation, like a topic 
choice that is appropriate for the speaking situation, your goal, 
your audience, the organization of main points and supporting 
ideas, your organizational structure, and the use of the basic 
presentation template (introduction, body, and conclusion). This 
chapter will help you prepare for your presentation by detailing 
these components as you begin to craft a narrative/presentation. 

Your presentation will ultimately be a narrative that you 
will create. Even if you are giving a presentation on new data 
you have collected or giving a training at work, you will still be 
creating a narrative for your audience to take in. You will choose 
a topic and share a story that has a beginning (introduction), 
middle (body), and end (conclusion). ‘The narrative that you craft 
is Important, as it will help you organize your information into a 
coherent story, and will allow your audience to follow along and 
remember key points more easily. 


Topic Selection 


The speaking situation often dictates the general topic of your 
presentation and then you, as the speaker, will narrow down the 
specific topic. Consider a director of human resources at an orga- 
nization who is tasked with running new employee orientation. 
There are specific topics that the director must cover in order 
to get the new employees acclimated to the organization, such 
as the culture, vision, mission, and structure, as well benefits, 
payroll, and opportunities. In a sales pitch, you will need to talk 
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about your product and service to potential clients and custom- 
ers. Other times, you may have more freedom to select a topic 
that you deem important. 

Before narrowing your topic from general to specific, you 
must also make sure that you choose an appropriate topic for the 
situation, your goal, and the audience. These factors will help 
you determine the specific topic of your presentation. 


Speaking Guidelines 


When you know that you will be giving a presentation, the first 
thing you need to do is determine some of the specific parameters 
of your presentation. Things that you need to consider include 
the purpose/goal of the presentation (informative, persuasive, 
ceremonial), time limits, and your ability to use visual aids. 
This information should help you start the process of choosing a 
topic and should be used in conjunction with brainstorming and 
creating an association web. 

Once you understand the basics of your upcoming presen- 
tation, you can start the process of narrowing your topic. ‘There 
are a plethora of presentation topics to choose from. If you are 
having trouble narrowing down your ideas, then consider brain- 
storming or creating an association web. Brainstorming is the 
term used to describe the act of generating a list of possible topics 
to talk about”, whereas an association web is a brainstormed list 
of topics that is formed around a central idea, like “college life.” 
The web format helps you to visualize how potential topics are 
connected to and stem from each other (see a sample below). 
These processes will allow you to consider a variety of possible 
presentation topics, some of which you may not have initially 
thought of when you were first given your speech assignment. 

When thinking about possible topics, there are a couple of 
guidelines that you will want to follow: make sure (1) they are 
appropriate to the classroom setting, (2) they can fit within the 
assignment time limits, and (3) they are novel. 
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Sample Web Image 


é Fees for Earning 
Summer and Extra Money Getting 
Winter on Campus Involved with 
Classes Campus Organ- 
izations 


: Academic 
Choosing 
a Major 


Appropriate 

Choose a topic that is appropriate for the setting. You need to 
consider how your audience will respond to your topic, especially 
if you are speaking on something controversial. For example, if 
you are going to speak about something that may alienate a large 
portion of your audience (e.g., the 2016 Presidential election), you 
need to be aware of this and determine if the time and place you 
are doing this is appropriate. You will learn more about your 
audience and their attitudes, values, and beliefs after completing 
an audience analysis. 

An appropriate topic is also one that is ethical. By this we 
mean that you do not want to incriminate yourself or encourage 
anything illegal. Also, you do not want to say anything that could 
potentially lead to negative consequences for your audience. 

For example, you would not want to give a presentation about 
how using Adderall has helped you study during college if you are 
not prescribed the medication. This type of topic could lead to 
physical harm (e.g., a bad reaction to the medication) or invite legal 
problems (e.g., possession of a controlled substance). These are 
important considerations to think through as you choose a topic. 
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Time Limits 

Your topic must also be able to be fully addressed within the 
stated time limits. On average, classroom presentations last 
5-7 minutes. Given these time restrictions, it would be difficult 
to inform the audience about federal gun control regulations. 
However, you could simplify the topic and focus on the right to 
carry concealed weapons on college campuses, which is a policy 
that Texas adopted in 2016. 

Time limits are important in all contexts, even outside of the 
classroom. For instance, if you are asked to speak at a training 
session about leadership for 30 minutes, then you want to make 
sure you speak for roughly half an hour. Going over or under this 
time limit can be perceived as disrespectful and may indicate you 
are not prepared. 


Novelty 


You will also want to make sure that your selected topic is novel. 
By novel, we mean that the topic is new and original. We all 
know that we need to brush our teeth twice a day or should turn 
off electronics when not in use. Your audience probably does not 
need to be informed about or persuaded to adopt these behaviors. 
However, with a little effort you can choose topics that are cre- 
ative and new to your audience. For example, you could persuade 
people to never wear shoes in their homes (because they track in 
germs, bacteria, and viruses), to not eat deli lunchmeat (because 
of the risk of listeria and high levels of nitrates), or to adopt 
“meatless Mondays” (for health and environmental reasons). 


Determine your Goal 


In order to give a good presentation, you need to determine what 
the goal of the presentation is. You need to answer the question, 
what is the purpose of telling your story? Typically, the goal of 
a presentation falls into three broad categories: (1) informative, 
(2) persuasive, or (3) ceremonial. 


\ An informative goal is one that seeks to provide new 
details, data, or information to an audience about a given 
topic. It is important to gauge the audience’s understanding of 
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the topic when preparing an informative presentation so that 
you can focus on new information that will keep the audience 
engaged. Informative presentations will be further discussed 
in Chapter 8. 

\ A persuasive goal attempts to influence or change an audi- 
ence’s stance on topics of fact, value, or policy or to adopt/ 


change behaviors. Persuasive presentations will be detailed in 
Chapters 10 and 11. 


\ Aceremonial goal is one that is delivered during special 
occasions and includes toasts, eulogies, and speeches of intro- 
duction or acceptance. These types of presentations will be 
covered in the appendix. 


These categories are broad and do not have to be mutually 
exclusive. For example, President ‘Trump gave a ceremonial 
speech at his inauguration in 2017. During this presentation 
he also informed the public of his goals for the next four years 
and attempted to persuade his audience to mend political party 
divides. With that said, the dominant goal was to deliver a cere- 
monial address; however, you can see aspects of informative and 
persuasive speaking as well. 


Considering the Audience 


The audience is an important aspect in the presentation prepara- 
tion process. Speakers must be aware of the knowledge, opinions, 
and values that the audience holds in order to choose a topic 
of interest as well as select appropriate information to include. 
For example, if you were speaking to a group of high school 
seniors about your college experience, your presentation would 
include different information than if you were talking to a group 
of parents about your college experience. When talking to high 
school seniors, you may decide to include more practical aspects 
for high school students, like how to choose a major, register for 
classes, become involved on campus, and find the best places 
to eat on campus. In contrast, when talking to their parents 
about your experience, you may want to talk about the financial 
needs of students, costs associated with registering for winter or 
summer courses, and detail how you have grown/what you have 
learned during your time on campus. Chapter 4 covers audience 


adaptation In more detail. Presentations That Matter 
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Communication Choices 


While your topic (and corresponding assignment, goal, and 
audience) determines some of your communication choices, so do 
aspects of your culture. National culture plays a key role in deter- 
mining the type of communication style that is preferred by a given 
audience and should be adopted by the speaker. However, in the 
technologically connected world we live in, audiences are made up 
of people who represent a variety of national cultures, and speakers 
have to be aware of this fact as you prepare presentations. 

Geert Hofstede,** along with others, developed six dimen- 
sions of national culture, which include (1) power distance 
index, (2) individualism vs. collectivism, (3) masculinity vs. femi- 
ninity, (4) uncertainty avoidance index, (5) long-term orientation vs. 
short-term normative orientation, and (6) indulgence vs. restraint. 
These dimensions vary from country to country and are often 
compared to one another to provide context related to similarities 
and differences. 


Hofstede’s Dimensions of National Culture 


» The power distance index refers to how power 1s distrib- 


uted and accepted in a given culture. 

Individualism vs. collectivism determines how members 
of a society view their role in a given community. Are mem- 
bers of a culture expected to care for themselves or the larger 
community? 

Masculinity vs. femininity refers to a culture’s preference 
for masculine (e.g., toughness) or feminine (e.g., tenderness) 
characteristics. 

The uncertainty avoidance index measures the level of 
ambiguity a culture is comfortable with. 

The long-term orientation vs. short-term normative 
orientation discusses the prioritization of maintaining tradi- 
tion or adapting to modernization. 

Indulgence vs. restraint refers to the norms in place 
regarding self-gratification. 
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Communication Choices Continued 


Take a minute to reflect on why 

these differences matter in a com- 

munication context. For example, 

if speaking to people who are not 

comfortable with ambiguity, your 

presentation must be more explicit. 

In contrast, if you come from a 

culture that appreciates ambiguity 

and implicit messages, then you may 

feel uncomfortable delivering direct, 

persuasive messages that tell the audience what to think or believe. 
As a communicator, you need to be aware of how dimensions 
of culture impact your communication behavior as well as your 
audience’s preferences. 

Moreover, these dimensions come together to determine pre- 
ferred communication styles.’ For example, some people prefer 
linear communication, while others appreciate circular forms. 
Linear is more direct. Picture a straight line where the speaker 
moves from one point to another in a very clear manner. In con- 
trast, the circular communication style relies on aesthetic features 
and narratives to build context and help an audience understand a 
point. When thinking of the circular communication style, picture 
a spiral. 

In both these styles, the audience gets to the same point (from 
A to B) but does so in different manners. However, these styles do 
not need to be mutually exclusive. There could be certain passages 
that are more circular than others. 


Communication Styles 


Linear vs. circular 


Direct vs. indirect 

Detached vs. attached 

Intellectual engagement vs. relational engagement 
Concrete vs. abstract 


Source: Communication Styles 


Chapter 6 
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Organize Your Main Points 


Now that you know your goal and topic, you must organize 
your thoughts and materials so that your message is effectively 
communicated to your audience. 


Outlines 


In most speaking situations, you will prepare a frame- 
work and a speaking outline rather than a man- 
uscript outline. You may be tempted to write 
out what you are going to say word for word, 
but there are few situations where a manuscript 
is a good idea. For example, you may want 
to use a manuscript outline when preparing 
your opening statement before a congressio- 
nal hearing, like Mark Zuckerberg. In most 
presentations, you want to be conversational 
and adaptable. A manuscript does not allow 
for flexibility. This type of outline encourages 
speakers to try to memorize every word of their 
narrative or tempts them to read from the page. 
These two styles of delivery, manuscript and mem- 
orized, are problematic because they limit interaction 
with the audience and appear inauthentic. A memorized 
presentation can cause a speaker to lose his or her spot in a 
presentation and may appear robotic in nature. A manuscript 
form of delivery limits eye contact and tends to encourage stu- 
dents to take on a monotone type of voice without normal vocal 
inflections and variations. 

A framework is the first step in your presentation preparation 
process. Here, you will write out your main points and support- 
ing ideas. Drawing on a building metaphor, this step serves 
as a detailed blueprint that indicates where each room (main 
points) will be situated in a house (presentation) and where the 
load-bearing walls (supporting ideas and supporting evidence) 
are located. 

The next step is to transition your detailed framework to 
a speaking outline. Continuing the building metaphor, the 
speaking outline is a simplified depiction of the blueprint you 
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created that guides you through the house. It should include key 
words that serve as reminders of where you are going in your 
presentation. This type of outline helps speakers deliver their 
presentations in an extemporaneous manner or a conversational 
tone that is practiced but not memorized (see Chapter 3 for more 
information on delivery styles). ‘This is the type of delivery that 
is encouraged in presentational speaking classes since it appears 
more genuine and natural. 


Parts of the Narrative (Introduction, Body, and Conclusion) 


The simplest way to think about preparing a presentation can be 
summarized by the phrase, “tell the audience what you are going 
to tell them (introduction), tell the audience (body), and then tell 
the audience what you told them (conclusion).” 


Basic Presentation Sections 
» Introduction 

» Body 

\ Conclusion 


This format may seem repetitive, but presentations need 
repetition since, unlike books, your audience can’t go back to 
pick up a point that was missed. We will go through each of the 
three basic presentation sections in the remainder of the chapter. 


Body 


While this may seem counterintuitive, the best way to approach 
your presentation is to start with the body of the presentation 
rather than the introduction. This way, you will know what you 
are planning to say before you start to think about the best ways 
to introduce the topic to your audience. 

To begin, you must determine what the main points are 
that you want to include in your narrative. Once you know your 
topic and the goal of your presentation, you are ready to start 
thinking about the primary idea that you want to share with 
your audience. These ideas are the main points that ultimately 
support your goal and are major landmarks in your narrative. 
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There are some guidelines that you will want to follow as you 
develop your main points. First, you will want to limit yourself 
to two to four main ideas. Some speech structures (see below) 
will determine how many main ideas you have. For example, 
a presentation that uses a cause-effect structure will have two 
main ideas while a presentation that is organized using a topic 
structure may have up to four main ideas. 

With that said, three seems to be the magic number in terms 
of providing enough information to your audience while not 
overloading them with too much detail. In fact, there is a Rule 
of Three.° This rule claims that people tend to remember only 
three things from a presentation. If this is the case, then consider 
what you want those items to be, and these should form your 
main points. On a side note, you can also see the Rule of Three 
come out in the basic sections of the presentation (introduction, 
body, and conclusion). Again, this is helpful for speakers to 
remember where they are in their presentations. If you have 
more than three main points, you may need to assess them to 
see if you can reorganize or categorize your thoughts. You may 
also be including supporting points, which cannot stand on their 
own since they are used to support main ideas. 

Second, you will want your main points to be balanced, 
meaning that they will take roughly the same amount of time 
to present or include the same amount of material. For example, 
if you were to give a presentation that informs your audience 
about how the flu vaccines work, you would want to talk about 
how the World Health Organization determines which viruses 
to target each year, how the vaccine prevents the flu, and how to 
determine the vaccine’s efficacy. ‘These would be your three main 
points that would serve as the backbone of your presentation, 
ultimately telling the story of vaccines. You would then further 
add to your narrative by adding supporting ideas and supporting 
evidence (see Chapter 7). 

As the name suggests, supporting points are the pieces of 
information that support your main points by providing details 
and context to your main idea. Under the main point of how 
vaccines work, you could include information about the immune 
system, antibodies, and immunity. This information is subordi- 
nate to the main idea and as such should be noted that way in 
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your key word outline to help keep you on track. This process is 
called ranking as it allows you to prioritize your main ideas and 
scaffold them with supporting points and supporting evidence. 
Below is a sample key word outline that includes main points and 
supporting points. 


\ (Main Point) How the targeted vaccines are selected 
\ (Supporting Point) Strands of flu viruses 
\ (Supporting Point) Predicting upcoming strands 
\ (Main Point) How the vaccine works 
\ (Supporting Point) ‘The immune system 
\ (Supporting Point) Antibodies 
\ (Main Point) Determinants of efficacy 
\ (Supporting Point) Matching flu strains 
\ (Supporting Point) Age of patient 
\ (Supporting Point) Health of the patient 


This is one way to organize your presentation; however, this 
presentation can be presented in a variety of ways. The next 
section covers multiple ways to organize a presentation. 


Thesis Statements 


Once you have determined your main points, you will want to 
develop a thesis statement. Your thesis statement 1s one sentence 
that summarizes the topic and main ideas of your presentations. 
In the above example about the flu vaccine, your thesis might 
be something like, “In order to understand how the flu vaccine 
works, you need to know how the strain is targeted, the science 
of vaccines, and what influences the vaccine’s effectiveness.” ‘This 
statement clearly states what your presentation is about and what 
information will be included in the presentation. 

A strong and clear thesis statement is beneficial to both you 
and your audience. For you, a thesis statements helps you focus 
on what you want to say and how you want to organize your 
information. As you are preparing your presentation, informa- 
tion that does not fit into your thesis statement is information 
that you do not need to include. Your thesis statement also helps 


Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


165 


Chapter 6 Presentation Preparation 


prepare the audience for what they are going to hear. By laying 
out your main points at the beginning, the audience is better able 
to follow along as you are speaking. 


Organizational Structures 


Organizational structures are templates that can be used to 
organize your main points. Depending on your topic, certain 
organization structures will work better than others. 


Common Organizational Structures 


» Chronological/temporal » Cause-effect (persuasive) 
(informative) » Problem-solution 

» Spatial/geographical (persuasive) 
(informative) » Monroe’s Motivated 
Topical (informative) Sequence (persuasive) 


Comparative advantage 
(informative/persuasive) 


One organizational structure is to talk about the topic 
chronologically or temporally. In this method, you would think 
about the major events that took place in the story and follow 
the sequence. A trademark of the chronological organizational 
structure is the use of signposts, like “first, second, third” or 
“first, next, then, and last.” 


\ Sample Chronological Organizational Structure 
\ (Main Point) First, the targeted flu strain is selected. 
\ (Main Point) Second, scientists develop the vaccine for 
that strain. 


\ (Main Point) Third, the vaccine is administered. 


The spatial/geographical pattern organizes information by 
place or region. In continuing with the flu vaccine example, a 
presentation could be structured by the areas of the body that 
the vaccine impacts. 
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\ Sample Spatial/Geographical Organizational Struc- 
ture 


\ (Main Point) Location of vaccine administration 

\% (Main Point) Vaccine’s interaction with the immune 
system 

\% (Main Point) Vaccine’s interaction with the circulatory 
system 


Topical organization is the most common and easiest pat- 
tern. It is a catch-all that allows the most flexibility in sharing 
the narrative you created. It can include two or three main ideas 
that are somewhat different from one another (e.g., not based on 
time or location). 


\ Sample Topical Organizational Pattern 
\ (Main Point) History of the flu vaccine 
\ (Main Point) Development of each year’s vaccine 
\ (Main Point) Efficacy of the flu vaccine 


The previous organizational structures are often used for 
informative presentations. ‘The remaining organizational struc- 
tures (comparative advantage, cause-effect, problem-solving, 
and Monroe’s Motivated Sequence) are more often reserved for 
persuasive speaking.’ These structures will be discussed in more 
detail in the chapter on organizing persuasive presentations, 
but they are also presented here so you are familiar with them. 
Imagine now that instead of just informing your audience about 
how the flu vaccine works, you are trying to persuade your 
audience to get a flu shot. 

The comparative advantage organizational structure is one 
structure you can use. This structure is used to compare or 
contrast two items (person, place, thing, or idea). In a persua- 
sive format, these items can be solutions, one of which you will 
advance in your presentation as being the better option. 
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\ Sample Comparative Advantage Organizational 

Structure 

\ (Main Point) Comparison: There are some options to 
avoid contracting the flu including getting a flu shot and 
taking personal precautions such as not sharing personal 
items and washing your hands frequently. 

\ (Main Point) Contrast: The flu shot has been shown to 
be more effective in preventing the flu than taking per- 
sonal precautions. 


The goal of the cause-effect organizational structure is to 
show a direct relationship between a problem and an outcome— 
or the (1) cause of an (2) effect. This is difficult to accomplish 
since you will have to show causation, which is a difficult rela- 
tionship to establish, especially given the time restrictions of 
in-class presentations. 


\ Sample Cause-Effect Organizational Structure 
\% (Main Point) Cause: Many college-age students do not 
receive their MMR booster before moving to campus. 
\ (Main Point) Effect: The lack of protection from mumps 
has caused localized outbreaks on college campuses. 


As the name suggests, the problem-solution organizational 
structure first details a problem (need) and then provides a solu- 
tion that could solve the presented problem. 


\ Sample Problem-Solution Organizational Structure 
\ (Main Point) Problem: The flu can lead to serious medi- 
cal outcomes including death. 
\% (Main Point) Solution: People should get their flu vac- 
cine each year. 


Monroe’s Motivated Sequence is an organizational structure 
with five steps: (1) attention, (2) need, (3) satisfaction, (4) visualiza- 
tion, and (5) call to action.® The persuasive chapter will go into 
this technique in much more detail. 
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Include Transitions 


Transitions are an important part of any presentation. They 
are tools that let your audience know that you are moving from 
one section or idea to another. You will need to signal that you 
are concluding your introduction and starting to talk about your 
first main point, or moving from your first main point to your 
second. Remember, being explicit is key here since your audience 
won't be able to go back and see what they missed, so lay it out 
for them even if it seems a bit repetitive. 


Types of Transitions 

» Linking transitions: These link ideas and concepts together for 
the audience. They signal to your audience where you have been 
and where you are going. 

» Example: As you’ve heard, nitrogen is very important to 
high corn yields, but the timing of the application is also very 
important. 

» Sign posts: They help your audience focus on what is important 
in the presentation and where you are. 

Example: The critical step in setting up your firewall ... 

First, second, third, finally 

In conclusion 

The most important point 

To begin 

» Internal summaries and internal previews: When 

your material is very complex, you may need to summarize or 

preview within the body of your presentation. 

» To reiterate, you need 3 documents when you meet with 
your tax attorney. 


BB Bo Ba 


Guidelines 


The first guideline is to make your transitions clear. Again, audi- 
ence members can’t go back if they get lost in your presentation, 
so take the time to tell your audience when you are wrapping up 
one point or section and moving on to the next. 

Second, make sure your transitions review what you just said 
and preview what you are going to talk about. Think of the 
transition as a bridge that connects one idea/section to the next. 
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Finally, feel free to physically show the move from one idea/ 
section to the next. This is a good place to take a few steps 
(physical delivery) to reinforce that you are moving forward in 
your presentation. 


Examples 


\ Introduction to body: Now that you know the topic of my 
presentation, I want to describe how the World Health Orga- 
nization determines what flu strain to target. 

\ One main point to the next: Now that you understand 
what the flu vaccine 1s intended to fight, we will look at how 
the actual vaccine works. 

\ Body to conclusion: As you have heard, the efficacy of the 
flu vaccine depends on a variety of factors, so in conclusion ... 


Prepare an Introduction 


Introductions are one of the most important parts of your 
presentation since they serve as the first impression of you as 
a speaker and set the expectation for what you will be talking 
about. This is the section where you tell the audience what you 
are going to tell them. There are four parts of the introduction: 
(1) attention-grabber, (2) practicality, (3) goal, and (4) main ideas. 


\ Use an attention-grabber: How are you going to draw 
your audience in to the story you are telling? 

\ Establish the practicality: Why should they care about 
the topic? 

\ State your goal: What is your goal (tell your audience)? 

\ Preview your main ideas: What are your three main 
points (tell your audience)? 


Attention-Grabbers 


Attention-grabbers refer to the ways to draw your audience in 
to your presentation/narrative. There are three ways to accom- 
plish this task: (1) craft a small story, (2) share a startling fact, or 
(3) find a relevant quotation. 
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Ways to Start Your Presentation 


» Small stories » Technology (image, 

» Startling facts video, and/or audio clip) 
» Quotations \ Humor 

» Rhetorical question 


Small Stories 


Small stories are the short stories that speakers use to pull the 
audience in to the presentation. They include personal experi- 
ences, hypothetical examples, and real-world examples. 

Personal experiences are stories that the speaker uses to tell 
the audience about their experience with the topic at hand. For 
example, a presentation about flu vaccines could begin with a 
personal anecdote about getting the flu. 

Example: “In 2015, I never got around to getting my flu 
shot, but I figured that since most of the people I knew had, 
I would be okay. I could not have been more wrong. I woke up 
with a cough and assumed I had a cold. As the day went on, I felt 
worse and worse. I spiked a fever, was achy all over, and could 
not even think about eating anything. I continued to feel worse 
and worse until I was so weak that my mom decided to take me 
to the ER where I was treated with I'V fluids and medication.” 

Hypothetical examples use fictitious characters and events to 
make a point about the topic. A way to start a presentation on flu 
vaccines might be the following: 

Example: “Imagine being sicker than you ever have been in 
your entire life. You are achy, chilled, and coughing so hard you 
feel like you might crack a rib. ‘This is what you may experience 
if you contract the flu.” 

Finally, a real-world example uses a true story to introduce 
the topic. They often stem from the news or current events. 
This is the way we begin most of our chapters because it shows 
how the concepts we discuss in the book are applicable to real- 
world settings. 

Example: Adam York was one of the last people in his fam- 
ily to get the flu in December 2017. While his children had been 
ill but recovered, York’s condition worsened. As his condition 
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deteriorated, his wife took him to the ER where he was admitted 
due to his poor lung condition. Despite treatment, his condition 
continued to decline, and he was admitted to the ICU and placed 
in a medically induced coma as a last attempt to allow his body 
to heal.° 


Startling Facts 


Startling facts can be used to surprise the audience and pique 
their interest in the topic. These facts can have a great impact 
on your presentation. Besides demonstrating the importance 
or pervasiveness of a topic, it can also add to your credibility 
by showing that you did research, especially if you incorporate 
an oral citation into your attention grabber (see Chapter 5 for 
information on oral citations). 

Example: According to the Centers for Disease Control, 
more than 26,000 people die each year in the United States 
from the flu.'° 


Quotation 


Using a quotation to open up your narrative is an effective 
attention grabber as well. The quotation or the source of the 
quotation needs to have an obvious connection to the topic of 
your presentation since it 1s the audience’s first impression of 
your presentation. 

Example: When asked about the current flu vaccine, Dr. 
Pritish Tosh, an infectious disease specialist said, “We need more 
research so we can develop an influenza vaccine that works 100 
percent of the time, for 100 percent of people.”"! 


Rhetorical Questions 


Rhetorical questions are a common, and sometimes over- 
used, device to begin a presentation. A rhetorical question does 
not require a verbal response. Even though many speeches start 
with a rhetorical question, many are not used effectively. In 
order to be done well, you must practice asking your question, 
then briefly pause—giving your audience time to process your 
question. ‘This pause gives them time to think about what their 
response would be and to situate themselves to the topic. 
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Example: Have you ever wondered how a shot can protect 
you against contracting a deadly virus? 


Technology 


Using technology can also serve as an effective attention get- 
ter. For instance, speakers can show an image (picture, map, or 
diagram) on the screen as they begin to speak; they can show a 
short video clip that corresponds directly to the topic at hand; 
they can play a snippet of music. All of these techniques work to 
grab the audience’s attention if done well. Again, in order to use 
a technology-based attention-grabber, the speaker must prac- 
tice with whatever device they selected. By practicing, you can 
become familiar with the technology in the presentation room as 
well as determine the amount of time that the attention-grabber 
should use. In terms of length, a video or audio snippet should 
last for less than 30 seconds for a 5—7 minute speech and no more 
than a minute for longer presentations. Moreover, the clips need 
to be cued to the starting point. Nothing 1s more distracting than 
seeing a speaker scroll to the right time marker or watching a 
commercial before the clip. 

Example: Showing a map of the country indicating how 

i high flu rates were during the 2017-2018 flu season. 
ry 


Humor 


Some speakers are able to use humor (telling 
a joke or sharing a funny story) to begin 
their speech. However, it can be tricky since 
everyone has a different sense of humor, 
so you have to be careful about using this 
kind of attention-grabber. In addition, 
some people are naturally better at using 
humor; they have what is called comedic 
timing, which can make a joke come alive. 
If you plan to use humor as an attention-get- 
ter, then you must practice your delivery and test 
out the joke/story on friends or family to make sure 
it translates well. You also need to be aware of your 
topic. Some topics lend themselves well to starting with a 
funny attention grabber (informative presentation on The Big 
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Bang Theory), while others do not (e.g., informative presentation 
on Zika). 


Practicality 


The second component of the introduction is to establish the 
practicality of the topic in the introduction. Explain why 
your audience should care about the topic you are presenting. 
Think about the applications and how your audience can use 
the information. 

Example: Each year we all have to make a decision about 
whether or not to get a flu shot. Understanding how the flu vac- 
cine works can help you make a more informed decision. 


State Your Goal 


It is important to explicitly state your goal as well. This serves 
as a thesis statement, just like the thesis statements that you use 
in your writing classes. This is where you let your audience know 
what they should learn/gain from listening to your narrative. 
Example: Today I want to explain how the flu vaccine works. 


As part of a lecture series, Dr. Abigail Fraeman, a research scientist at 
NASA’s Jet Propulsion Laboratory, delivered a presentation about Mars 
exploration. Specifically she talked about the use of rovers on Mars 
and explained how dust storms—and the resulting tau levels—on the 
Red Planet can impact NASA’s ability to explore Mars. As you watch 
this clip, consider the following questions: Do you think Dr. Fraeman’s 
introduction was effective? Did it achieve the four parts of an introduc- 
tion (e.g., used an attention-getter, established the practicality, stated the 
goal, previewed the main ideas)? Ifso, how were these aspects achieved? 
How would you suggest that she improve the introduction for future 
presentations? 


C-SPAN 


MARS EXPLORATION 


https://cs.pn/2WA07bC 
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Preview Your Main Points 


Finally, you will want to preview your main ideas before transi- 
tioning from the introduction to the body of your presentation. 
Here, you will “tell the audience what you are going to tell them.” 
List out your main ideas, so the audience knows the main points 
of your presentation. 

Example: Today, I will explain how the targeted strain of 
the flu is selected, how the vaccine works, and what determines 
the efficacy of the vaccine. 


Craft a Conclusion 


A conclusion signifies the end of your presentation. This 1s 
the “tell them what you told them” part of the phrase from the 
beginning of the chapter. There are three components to a well- 
crafted conclusion: (1) restate your goal, (2) review your main 
ideas, and (3) create a circular or cyclical narrative. 


\ Restate the goal: What was the purpose of the presentation? 

\ Review your main points: What were your three main 
points? 

\ Complete the circular or cyclical narrative: How can 
you leave your audience thinking about your presentation? 


Restate the Goal 


As you conclude, you will want to restate the goal you had 
for this presentation. Here, you remind them of the purpose for 
your talk. 

Example: Today, I discussed how the flu vaccine works. 


Review Your Main Ideas 


Next, you will review your main points. Again, you will list 
off your main points as you remind the audience of the main 
ideas you want them to take away from your presentation. 

Example: Specifically, I explained how the WHO deter- 
mines which flu strain to target and how vaccines work with the 
immune system. Finally, I discussed what factors determine the 
efficacy of the flu. 
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Complete the Circular or Cyclical Narrative 


Finally, you will complete the circular or cyclical narra- 
tive. This device is used so that your presentation/narrative 
ends in the same place it begins.’? In oral communication, this 
literary device is often called a circular device. 

It is used so that a speaker can connect back to the intro- 
duction—specifically the attention-grabber. Think back to your 
introduction—how did you start? Then think about how you can 
bring your topic full circle. This is a powerful device to include 
in your presentation as it provides a sense of closure for your 
audience by referring back to the introduction. 

For instance, if I used the statistic about deaths due to the flu 
to grab the attention of my audience, I might conclude by saying 
something like the following example: 

Example: The flu can be a deadly disease as evidence by 
the large numbers of deaths caused by it each year. The flu vac- 
cine is one way that medical professionals are trying to decrease 
that number. 


The opioid epidemic has received increased attention over the past 
several years as the number of people who form an addiction to these 
drugs has grown. In fact, the U.S. Department of Health and Human 
Services (HHS) reports that over 11 million people misuse prescription 
opioids—contributing to an estimated 130 deaths from opioid-related 
drug overdoses every day. In response, HHS declared the opioid epi- 
demic a public health emergency and outlined a strategy to combat 
the crisis. In this clip, Dr. Jerome Adams, the U.S. Surgeon General, 
concludes his presentation, which was part of a series about addiction 
in America hosted by the Washington Post, by summarizing what the 
average citizen can do to help counter the opioid epidemic. Did you 
think this conclusion was effective? Why or why not? 
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Chapter Summary 


In this chapter, we discussed the steps needed to prepare for 
your presentation. Specifically, we talked about how to choose 
a topic that is appropriate for the assignment, your goal, and 
your audience; how to organize main and supporting points; 
how to select an organizational structure; and how to use the 
basic presentation template (introduction, body, and conclusion). 
While there is a lot to consider when preparing a presentation, 
the information provided in this chapter will help you answer the 
question, how do you prepare for a presentation? 
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Narratives and 
Storytelling 


Objectives 
After this chapter you will be able to: 


\ Explain why stories are an effective oral communication 
tool. 


\ Explain the neurological reactions to stories. 
\ Identify the key components ofa story. 


\ Determine where stories can effectively be used in 
presentations. 
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What do Old Spice and the #MeToo 
Movement have in common? Would it surprise 
you to learn that the answer is Terry Crews, 
former NFL player and current actor who 
has appeared in multiple Old Spice advertise- 
ments? Started by Tarana Burke, the #MeToo 
movement became viral as women across the 


https://cs.pn/2MFevTk 


world used #MeToo on social media to indicate their personal 
experiences of sexual assault, abuse, and harassment. While 
women are more frequently the victims of sexual abuse, individu- 
als of all genders and identifications are at risk for sexual violence. 
To raise awareness of male victims of sexual assault, Terry Crews 
testified before Congress and shared his own #MeToo story. As 
you watch Crews speak, consider the following: 


\ How does his delivery impact the quality of his story? 


' How does the impact of his story compare to other types of 
information, such as statistics? 


\ What is the emotional impact of his story? 


| SEXUAL ASSAULT SURVIVORS’ RIGHTS ACT 
TERRY CREWS 


+ Actor & Activist 
Former NFL Player 
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Introduction 


Humans, as a species, are addicted to stories. We love to hear 
them, and many people love to tell them. Think about in a 
given week how many articles you read online, television 
shows or movies you watch, podcasts you listen to, 
or stories you share with friends about something 
that recently happened to you. Some argue that 
it is this ability, the ability to understand and 
create stories, that makes humans unique 
from other species. While this method of 
communication is innate to the way we think 
and speak, it does not mean that there is not a 
skill or art to creating and telling stories. This 
chapter will give you some of the information 
and tools you need to be a great storyteller. 
Now you may be thinking, I thought this 
book was about giving presentations; why am 
I worried about telling a story? Storytelling may 
seem more informal to you, like something that people 
interested in entertaining others may do, but the truth is that 
stories are and should be an important element of your presen- 
tations. Whether your sole purpose in presenting is to share a 
story or use a story as a type of supporting evidence, there are 
specific techniques that can make your story more memorable 
and effective. 

In this chapter, you will read about the foundations of story- 
telling, a communication format that has existed since ancient 
times, as well as the scientific reasons that storytelling is such a 
powerful tool. You will then learn about the key elements that 
every story needs to have and reasons that some stories resonate 
with the audience more than others. Finally, you will learn about 
storytelling in different fields and contexts. 
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The Foundations of Storytelling 


While no one can identify when the first story was told, we can 
assume that it was soon after human language developed. Early 
speakers were using stories to let others know about recent events 
such as a successful hunt. Very quickly, oral storytelling became 
one of the primary ways that people were able to remember 
and share history. Prior to the invention of the written word, 
oral stories were one of the only ways that a group could keep a 
record of that group’s past. Even after the first written systems of 
language were developed, the number of people who were able 
to read words or had access to the tools needed to record words 
were few. In addition to recording history, stories were also an 
important teaching tool. Religions frequently used stories and 
parables to impart lessons and wisdom to followers who had no 
way to engage with religious texts. 

Even after the modern printing press had been invented in 
the 1500s, the majority of the world’s population remained illit- 
erate. In 1820, only 12 percent of the world’s population could 

read or write. Today, that number 

. has drastically increased to 83 per- 

Stories ale 0 cent.’ In the U.S., it was not until the 
present in our early 1900s when major reforms in 
lives and everyday public education took place that lit- 
interactions that eracy rates began to rapidly rise. 
Even with the explosion of literacy, 

we often forget written forms such as books and 
that the things newspapers favored a narrative for- 
we are hearing mat, and people continued to learn 
or readin g are, about history and current events 


: ‘ through stories rather than simple 
in fact, stories. reporting of facts. 
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Beyond a means of information sharing and education, sto- 
ries have also played a key role in providing entertainment. As 
early as the 5th century BC, the ancient Greeks were performing 
fictional plays.? Epic poems, early novels, radio serials, and 
silent films are all examples of how innovations and technology 
expanded the ways stories could entertain the public. Today, 
stories are so present in our lives and everyday interactions that 
we often forget that the things we are hearing or reading are in 
fact stories. 


Narrative Paradigm 


Although stories have seemingly existed since almost the begin- 
ning of oral communication, it has been more recently that 
scholars and researchers have considered the role of 
stories and narratives in the ways we experience 
and understand the world. In 1984, Walter Fisher 
introduced his narrative paradigm. He argued 
that humans are “essentially storytelling 
creatures” because he believed that humans 
are born with the innate ability to create 
stories. He further argued that each person 
makes decisions based not on logic, but on 
the stories that one knows and believes about 
the situation.’ For example, a person deciding 
whether or not to buy a lottery ticket will not 
necessarily base his or her decision on the numer- 
ical odds of winning, but more likely will make a 
decision based on stories he or she has heard about other 

winners or the potential story of what life would be like as a 
multi-millionaire. 

Another key component of Fisher’s theory is that multiple 
stories exist in the world, and multiple stories can be created to 
explain an event. A story by definition is the way an individual 
puts together events that occurred over a given period of time. 
As people create and tell stories, their recollection and inter- 
pretation of events may be influenced by a multitude of factors. 
This means that the stories we encounter are not always accurate 
or reasonable. 
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Fisher argued that we evaluate stories based on two criteria: 
coherence and fidelity. Coherence refers to the story being 
structurally sound. In other words, do the events make sense 
and hang together? A story where elements are out of place or 
a character is depicted as being in two places at the same time 
would fail the coherence test. The second element, fidelity, has 
more to do with each person’s perception and evaluation of how 
the story fits into his or her understanding of the world. If the 
elements of a story do not ring true to a person’s sense of how the 
world works, it will fail the fidelity test. 


Narratives and Persuasion 


One of the things that has long been understood about stories is 
that they are a great persuasive tool. After reading, being told, 
or watching a story promoting a desired outcome, people are 
more likely to engage in a desired action such as donating money, 
participating in healthy behaviors, or supporting a position. One 
field that has used this phenomena to its advantage has been the 
nonprofit sector. 

Many nonprofits rely heavily on donations of money, items, 
and time to survive. While these organization can and do talk 
about the needs of the population they are serving and the work 
they do, long lists of statistics and facts can have a limited impact. 
When those lists and facts are paired with stories of need or 
stories of the work the organization is doing, the audience is more 
likely to donate or engage in a desired activity for that organiza- 
tion. The stories these organizations tell help the audience attach 
a face, meaning, and emotion to the problem which creates a 
higher possiblity that a persuasive appeal will succeed. 

For example, the National Court Appointed Special 
Advocates (CASA) is an organization that trains and assigns 
advocates for children involved in the legal system due to 
abuse or neglect. The role of a CASA is to represent and be 
a voice for the best interests of the child in legal proceedings. 
One of the challenges CASA programs across the country face 
is having enough trained volunteers to serve as CASAs which 
means that hundreds of children in counties across the United 
States have no advocate representing their best interests during 
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court proceedings. In trying to recruit volunteers, CASA has 
two primary obstacles. One is lack of awareness of the program 
and what role volunteers play. The second obstacle is motivating 
people to volunteer for a position that is time consuming and 
potentially emotionally taxing. CASA’s recruitment strategies 
tend to focus less on the statistics about children in the legal 
system, such as the number of children in the foster care system 
or a list of problems caused by abuse. Instead, CASA focuses 
on telling the stories of children who need CASAs and children 
who have been helped by CASAs. They also share the stories 
of CASA volunteers. These stories, often shared online in the 
form of short videos or brief articles, have been able to break 
through the clutter of requests, and volunteer numbers have 
risen. The question then becomes, why? Why are stories so pow- 
erful? The next section provides some answers to that question. 


The Science of Storytelling 


So far, this chapter has looked at some of the historical and philo- 
sophical foundations of storytelling, and it has provided examples 
of the power of storytelling as a persuasive tool. In order to better 
answer the question of why stories work the way they do, we 
will look at the science behind storytelling. Understanding the 
neurological implications of telling and hearing stories can help 
you consider how you can skillfully use stories to reach your 
communication goals. It has long been known that people enjoy 
stories and use stories to share information. More recently, com- 
munication scholars and neurobiologists have begun to study the 
cognitive, biological, and psychological reasons that stories are 
so powerful. 

One thing these researchers have found is that humans 
process narrative information differently than other types of 
information. For example, studies have found that people can 
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read narrative text twice as fast as expository text.* Other studies 
have found that people can more easily recall information pre- 
sented in a narrative format vs. information presented as a list.*° 
Not only have scientists found that stories are easier for the 
brain to process, but stories also seem to play a role in the per- 
suasive process. As researchers looked into why this was happen- 
ing, they discovered the concept of transportation. Researchers 
Green and Brock found that sometimes when people read or 
listen to a story, they become so absorbed in the story that they 
are psychologically transported into 


the story.° Have you ever been watch- 
Researchers ing a movie or reading a book and 
have found is gotten so lost in the story that you 
that humans became unaware of time passing and 


process narrative what was going on around you? This 
: : happens when the brain and the 
information imagination are transported into the 
differently than story, and you feel as if you are actu- 
other types of ally in the story observing what is 

‘ ‘ occurring. 
information. When transportation happens, 
the listener not only feels as if he or 
she is there in the scene, but also becomes emotionally involved 
in the story. When something bad happens to a character the 
listener cares about, she goes beyond just feeling bad for that 
character and feels some of the pain herself, an indication of 
an empathetic response. This empathetic response is one of 
the reasons that a narrative can be so powerful in encouraging 
listeners to do something for others. If a listener is transported 
while listening to a story from an organization like Compassion 
International, an organization dedicated to eradicating child 
poverty, about a child with limited access to food and clean 
water, the listener experiences empathy for that child and is more 
likely to be willing to donate money to help that child or children 

like her. 

An interesting thing about transportation and the persuasive 
process is that persuasion does not need to be explicit to be 
effective. People interested in promoting healthier behaviors 
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have long known this and have found ways to include health-re- 
lated storylines in entertainment programs. The field of enter- 
tainment education is dedicated to helping television and movie 
producers include storylines in programs that provide accurate 
health information with the goal of promoting healthier behav- 
iors in the audience. For example, in the mid 90s, the long run- 
ning day time soap opera The Bold and The Beautiful, included 
storylines focused on HIV infection and prevention. After the 
programs aired, the National STD and AIDS hotline reported 
a drastic increase in calls from people seeking out more informa- 
tion about the risks of HIV and ways to protect themselves.’ 
Being transported into a story also means it is more 
likely that listeners will adopt the world view presented 
in the story.® If, for example, a story about students 
in an underfunded public school system presents a 
consistently negative view of the school system, 
the listener, who may not have experience 
with that school system, will be more likely to 
express negative views about it. If the story, 
however, presents a more positive outlook, 
perhaps it focuses on the work of dedicated 
teachers or on students who have been able 
to beat the odds, the listener will express more 
positive views. 

In addition to psychological and cognitive 
processes, some researchers wondered if there are 
any physical reasons that stories have such a profound 

impact on people’s thinking and decision-making processes. 
In order to answer these questions, researchers began to scan 
people’s brains to see what was happening when they were 
listening to a story. In the early 2000s, neurobiologist Paul Zak 
and his team of researchers began to wonder why people feel so 
personally connected to characters in stories and what, if any, 
changes occur in the brain while listening to a story. His team 
found that when a person is engaged in a story, the brain actually 
produces oxytocin.® 
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Oxytocin is a powerful hormone that generates feelings of 
love and affection and in turn promotes bonding between people. 
Oxytocin, sometimes referred to as the love hormone, is naturally 
produced by the brain in response to different forms of physical 
contact such as hugging and kissing. Oxytocin is not relegated 
to romantic relationships; it also plays a key role in developing 
the relationships between parents and children as well as friends. 
When oxytocin is released, people engage in more social activi- 
ties and are more likely to engage in reciprocal behaviors with a 
person. The release of oxytocin also increases feelings of trust.? 

What Zak and his team found was that this powerful hor- 
mone was released in the brain even when there was no actual 
human contact. Merely listening to an engaging story led to the 
release of oxytocin. Just as it would in a real-life encounter, the 
released chemical increased feelings of connection to and bond- 
ing with the characters. This helps to explain why audiences 
sometimes have such powerful emotional responses to events in 
stories to the point where it feels almost as if the listeners them- 

selves are having the same experi- 
In order to best ence. As a result of the oxytocin, 
viewers feel empathy for the charac- 
take advantage ter, and the viewer also has an 
of the power increased desire to engage in social 
of stories, we behavior with the character. 
Additionally, because oxytocin 
must know how increases feelings of trust, the listener 
to construct is more likely to trust the storyteller 
and tell the best and agree with him or her. 
stories possible. Although the audience cannot 
actually interact with the characters, 
they can develop ideas and opinions 
that are sympathetic to that character. In turn, they may be more 
likely to support or engage in actions that would help people 
in a similar situation. For example, if a character in a story 1s 
the victim of domestic violence, an engaged listener or viewer 1s 
more likely to feel sympathetic to the situation of other domestic 
violence victims. In turn, when that person is asked to support 
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the local domestic violence shelter with a donation or support 
legislation that would enforce harsher penalties for abusers, he 
or she is more likely to say yes. 

Another powerful phenomena that explains why stories can 
have such powerful impacts is neural coupling, which is when 
the storyteller’s and the listener’s brains engage in synchronous 
activity.'° In order to look at what occurs in the brain, researchers 
at MIT placed storytellers in MRI machines. They found that 
when someone is telling a story, depending on what elements 
are being described and what emotions are being conveyed, 
different parts of the brain light up indicating action in that 
area. Researchers went a step further and placed a listener into 
an MRI machine as well and looked at what areas of the brain 
were activated. They found that as the listener heard more and 
more of the story, the same areas of the brain as the teller began 
to light up. The more involved the listener reported being with 
the story, the more the brain activity of the teller and listener 
mirrored each other. 

When neural coupling occurred, the listener was not just 
understanding the words being shared, but by having similar 
areas of the brain activated, the listener was experiencing similar 
emotions. Much like the release of oxytocin promotes feelings of 
empathy, neural coupling does too. When the listener’s brain 1s 
in sync with the teller’s brain, the listener is also more susceptible 
to suggestions and ideas. If, for example, the speaker is telling 
a story that promotes the importance of energy conservation, 
listeners whose brains are in sync are more likely to state pro-en- 
ergy conservation beliefs as their own. 

What science and research tells us is that stories matter. They 
are not only central to the ways we think about and understand 
the world, but telling and hearing stories lead to physical and 
chemical changes in the brain. In order to best take advantage 
of the power of stories, we must know how to construct and tell 
the best stories possible. In the next section we will look at the 
specific components that make up a story. 
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The Components of a Story 


Stories represent a unique form of communication that differs 
from other communication techniques, such as sharing a list of 
facts or issuing commands. In this section, we will look at the 
four key elements that comprise a story. 


Plot 


The narrative arc is something you probably learned about in 
your English class. At the most basic level, a story has a begin- 
ning, middle, and end. Stories take place over a given period of 
time, and the events within that time are connected. This 
requirement of stories is why the following sentences 
are not a story: Ryan sat in a chair. Ryan has red 
hair. Ryan wants to go to California. While these 
statements all talk about Ryan as a character, 
these facts do not connect with each other 
over time. In contrast, the following sentences 
are a story. Ryan, whose hair is red, sat in 
a chair. Ryan thought about wanting to go 
to California. Ryan decided to buy a ticket. 
Now, this is not an interesting story or one that 
many of us would consider worthy to share in a 
presentation, but by definition, it is a story. 

If we go beyond the basic structure of begin- 
ning, middle, and end, we can flesh out the parts of 
the plot a little more. One way to think about the plot of 
a story is to look at the narrative arc. Visually, the plot of a story 
looks like this: 
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Linear Model 


Exposition 


Beginning 


Pixar, the film company responsible for innovative and 
award-winning films such as Toy Story, Wall-E, and Finding Nemo, 
attributes it success not just to their innovative animation tech- 
niques but to their dedication to telling great stories. In a widely 
watched and shared TED Talk, animator Andrew Stanton, 
provides the following formula for creating a memorable and 
interesting story; “Once upon a time there was : 
Every day, . One day, . Because of 
that, . Because of that . Until finally, 

03 

You can watch his talk at https://www. 
ted.com/talks/andrew_stanton_the_clues_ 
to_a_great_story. This is similar to the idea 
of having a beginning, middle, and end, but 
this helps expand our idea of what needs to be 
included in each of these sections. 

First, the beginning, once upon a time. Notice that this for- 
mat starts out Just like a classic fairy tale. One of the reasons that 
these fairy tales are classics is because they are great stories that 
follow this format. The introduction is where you layout the 
foundation of the story and provide the background information 
your audience will need to understand and care about the story 
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moving forward. The challenge in the exposition is providing 
enough information so that your audience understands the story 
but is not bored or overwhelmed. If you fail to layout the basics 
of the story that matter such as who, when, and where, your 
audience will be lost. This is a common mistake when we tell 
stories that we know well. It is easy to forget that our audience 
was not there or is not familiar with the context, so we leave out 
important details. 

At the opposite extreme is providing too many details that 
are not necessary for understanding the story. If you are telling 
a story about how a coworker got her current job, telling several 
details about her family, her childhood, and what type of car 
she drives 1s not essential. If you take too long to get to the next 
element or conflict, you run the risk of losing your audience 
before you even get into the good part of your story. 

The next component is the conflict, which is the tension or 
problem in a story. This is the part of the story formula where 
one day something happened. Conflict can exist between two 
characters, a character and nature, a character and his or her 
circumstances, and even a character and himself. Conflict is the 
thing that makes a story interesting. Imagine, for example, that 
Brad, branch manager of a local bank, has been asked to come 
and speak to a class of business students about his career path. 
He tells them that he always knew he wanted to work in banking, 
went to college, got good grades, went to his first interview after 
graduation, got the job, and has had this job ever since. While 
you might be impressed by Brad’s career trajectory, or even 
slightly jealous of what seems like his incredibly good fortune, 
his story is not that compelling. Why? Because his story lacks 
conflict. There were not obstacles in his way, no challenges or 
situations he had to face or overcome to succeed. If Brad told 
his audience how he failed accounting during his freshman year 
and almost got kicked out of college, his story becomes more 
interesting, as his failure introduces a struggle into the story. 

Once the conflict has been introduced, the story continues to 
the rising action. This is the part of the formula where you fill 
in the blanks because of that and because of 
that . One of the interesting things to note about 
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this formula is the phrase “because of that.” It may seem like a 
small thing, but the words “because of that” imply a linkage 
between actions. Storytelling can be quickly derailed when we 
share a lot of things that happened in a given time frame, but fail 
to make a connection among those actions. As you think about 
how you want to tell your story and 
what details and events to include, 


ask yourself if the previous element The climax occurs 


leads logically to the next one. when the conflict 
In Brad’s story, the rising action builds and reaches 
would be his description of the things its strongest point. 


he had to do to keep himselfin school 
and get to a point where he was 
actually succeeding. 

The next element in the plot line is the climax or critical 
event. If you look at the diagram, you see that this is the peak 
of your story. The climax occurs when the conflict builds and 
reaches its strongest point. The critical event can be either pos- 
itive or negative. ‘Take, for example, Brad. After struggling to 
do better and working as hard as he could, the climax of the 
story could be his graduation day. In some stories, the climax 
might be when a character is at his or her lowest. For example, 
singer Demi Lovato has been very open in sharing her story of 
addiction to drugs and alcohol. The climax of her story is hitting 
what she describes as her rock bottom when she was waking up 
each morning and starting the day with a glass of vodka. 

The final part of the story is the falling action and reso- 
lution. Another term for the resolution of a story is the French 
word denouement, which means tying the knot. This is a great 
way to think about the conclusion of a story. After getting to the 
peak of the story, the audience wants to know what happened. 
In the case of Brad, we know that he graduated, but we also want 
to know what happened as a result. Did he go on to get a good 
job? Did he find a completely different career? As a storyteller, 
you need to let your audience know how things ended, or you 
will leave them with a sense of incompletion. 
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Characters 


Every story you tell or hear has characters. Sometimes the char- 
acters in your story are familiar to your audience, and you will 
not to have a spend a lot of time describing them. If the charac- 
ters are not familiar, you, as a storyteller, need to determine what 
information you want and need to share about your characters. 

In thinking about your characters, there are two main types 
of characters that most stories have. The first is the protago- 
nist, sometimes referred to as the main character or hero. The 
protagonist is the character that needs to overcome the conflict. 
Another key character is the villain. The villain may not always 
be a person. If you look at the types of conflict that exist, only 
one of them is between two people, so the villain could be a 
force of nature such as a hurricane, or the villain could be an 
external force. In some situations, the main character can be 
both the protagonist and villain if the protagonist is facing an 
internal struggle. The villain is a powerful character because it 
is the villain that frequently brings the conflict and tension to a 
story. Stories need villains to present the obstacles that hamper 
the protagonists’ abilities to achieve their goals. 


A key aspect ofa compelling story 1s interesting characters that the audi- 
ence cares about. When Yvonne Ambrose testified about her daughter’s 
death, one of her tasks was to help her audience connect to her daughter. 
What techniques did she use to develop her daughter’s character? What 
impact did this have on the persuasiveness of her story? 


https://cs.pn/2XFLuA7 


In some stories, you may have additional supporting char- 
acters with varying amounts of importance to the story. Your 
audience needs to understand who any character is and why that 
character is there. Forgetting to introduce a secondary character 
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and having him or her suddenly appear in the story is an easy 
way to confuse your audience and make it difficult for them to 
follow you. 

When thinking about how to describe and portray the char- 
acters in a story, there are a few general tips to keep in mind. 
In general, the protagonist should be a sympathetic character 
that the audience is rooting for. A protagonist can certainly 
have flaws; a too perfect character can be hard to feel a lot of 
sympathy for, but if the protagonist is too flawed or unlikeable, 
the audience may not be rooting for him or her to succeed. 
Depending on the length of your story, your character will be 
more or less developed. One thing to remember is that if you 
want your audience to be engaged with the story, they need to 
be able to imagine themselves there. Providing a few key details 
about a character such as their age or occupation can help the 
audience more fully picture and relate to a character. Pixar’s 
rules of great storytelling remind storytellers that audiences want 
to connect with a character who has opinions, who has emotions, 
and who faces challenges." 


Setting 


The setting is a where a story physically takes place. Depending 
on the content of the story, the setting may be more or less 
important. If you are recounting a conversation you had with a 
mentor, where that conversation took place is probably not very 
important unless the setting itself introduced some sort of ten- 
sion or problem into the story. Other times, though, the setting 
provides needed context for the story’s events. If, for example, 
you are sharing a story about a natural disaster, the location is 
a critical element. 


Point of View 


Point of view is the perspective from which a story is told. All 
stories have a narrator. By telling a story, you assume this role. 
Depending on the story you are telling, you may be a first-per- 
son narrator, telling a story about something you experienced 
directly, or you may be a third-person narrator, telling a story 
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about something that happened to someone or something else. As 
the narrator, it is important to recognize your point-of-view and 
the limitations this may place on you in terms of your reliability. 
If you are telling someone else’s story, you are limited by what 
you have read or have been told and might not be able to convey 
a completely accurate account of the event. 

Even if you are telling a first-hand account of something that 
happened to you or you observed, you are still presenting it from 
your perspective. We do not always have access to what other 
characters are thinking or their motivations, or we may not have 
been told all of the events that occurred. We are obligated to our 
audiences to acknowledge these limitations and be clear that we 
are sharing a story from a particular perspective. 


all & Lindsey B. Anderson 


Stories in Presentations 


Now that you have seen how powerful stories can be in per- 
suading others, captivating attention, and creating connections, 
as well as the components that make up a story, you may be 
wondering how and when to use stories in your presentations. 
Before we discuss the specific ways you can use stories, we must 
first identify three types of stories you can tell. 
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Fictional Stories 


Fictional stories might be what first pop into your mind when you 
hear the term “story.” Fictional stories are made up stories that 
often serve the purpose of entertaining an audience or teaching 
a lesson. ‘This type of story is seen less often in professional pre- 
sentations, but they are not completely absent. A fictional story 
can be a great tool for illustrating a key point to a group or team. 
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For example, a manager may relay the classic fable, “The Ant 
and the Grasshopper,” to help motivate a team to work hard to 
prepare for an upcoming busy season at work. 


True Stories 


True or non-fictional stories are accounts of events that have 
actually occurred. These will most likely be the most common 
type of story you use in your presentations. ‘These can be stories 
of things you directly experienced, stories that others have told 
you, or stories that you gather through research such as reading 
an article or watching a news report. 


Hypothetical Stories 


A hypothetical story is a specific type of fictional story in 
which you ask your audience to imagine a given scenario. 
These hypotheticals are often based in reality. For exam- 
ple, you ask your audience to imagine what it would feel 
like to come home hungry for dinner only to find an empty 
refrigerator and bare pantry. Hypothetical stories engage 
the audience by asking them to directly put themselves into 
a given situation and consider how they would feel or react. 


Brief vs. Extended Narratives 


vs. extended narrative. A brief narrative is a 


Another categorization you need to be aware of that 
applies to all of the above types of stories is a brief 


short story that 1s not fully developed and is often 
focused on a specific event. It has limited detail 
regarding the characters, setting, and action. 
Brief stories are sometimes referred to as anec- 
dotes. Even a short story can be powerful, as 
long as all of the components of the narrative 
arc are there. In contrast, extended stories 
are often more complicated and spend more 
time developing the situation, characters, 
and setting. 
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Using Stories 


During a presentation, there are several different ways that you 
may use these types of stories. Here is a list of how stories can be 
used in a presentation: 


mY 


The Presentation—In some situations, the story itself is the pre- 
sentation. Think about the earlier example of slightly boring 
Brad and his story of his career path. For this presentation, 
his personal story was the entire presentation. In different 
circumstances, you may be asked to share about a personal 
experience. 


\ Attention Getter—When you begin a presentation, the first thing 


’ 


you should do is say something to grab your audience’s atten- 
tion and pull them into your presentation. Because people are 
so drawn to narratives, a brief story that relates to your topic is 
an excellent way to do this. 


Establishing Relevance—Another important component of a 
presentation 1s informing your audience about why the topic 
is relevant to them. A story in which your audience can relate 
to the situation or characters is a powerful way to do this. 
Imagine that you have been tasked with speaking to a group 
of incoming freshman at the local college about the dangers of 
binge drinking. Starting your presentation with the story of a 
former freshman who went to a party during his first semester 
on campus and ended up in the hospital with severe alcohol 
poisoning after a night of overconsumption is a quick and easy 
way to help your audience see why this is a topic that affects 
them. 


Establishing Credibility When you are giving a presentation, 
there may be times when you have a personal experience that 
is relevant to the topic. Sharing your personal story is a way to 
demonstrate to your audience that you are qualified to address 
the topic. For example, Tony Dungy, former coach of the 
Indianapolis Colts, is a Super Bowl winner. There is no ques- 
tion that he is qualified to talk about football, but tragic events 
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in his personal life also gave him the credibility to address the 
topic of suicide prevention. After losing his 18-year-old son to 
suicide, Dungy has worked to raise awareness of this issue. 


Creating Rapport—In Chapter 3 on delivery, you read about the 
importance of establishing a sense of rapport with your audi- 
ence. Sharing a personal story can be a great way to create a 
connection with the audience. Your story may illustrate your 
similarity with the audience, or it may help them to see you as 
a person, and not just an expert or speaker. Sheryl Sandberg, 
the Chief Operating Officer at Facebook and author of the 
bestselling book Lean In, has been incredibly successful in her 
business life. Part of her mission 1s to work for gender equality 
in the workplace, and she often speaks on the challenges 
women face in their careers as they try to climb the corporate 
ladder. ‘Throughout her talks she includes numerous personal 
stories about work, her family, and her own challenges. 
Despite being wildly successful and holding a prestigious 
high-powered job, her storytelling allows the average woman 
to relate to her. 


Supporting Evidence—Another excellent way to incorporate sto- 
ries into a presentation is to use them as evidence and exam- 
ples. As you read earlier, the ways that the brain reacts to 
hearing a story can make stories 
a powerful persuasive tool, so sto- 


Sharing a personal 
ries can serve as compelling sup- 
porting evidence in a persuasive story can bea 
presentation. Stories can also be great way to create 
used in informative presentations a connection with 
to illustrate a concept or idea. A ; 
the audience. 


story can help your audience take 
more abstract information and see 
how it is applied. Imagine, for example, your task is to teach 
an audience about how to use different sales techniques such 
as door-in-the-face or foot-in-the-door. Including some stories 
about how these techniques have been successfully and unsuc- 
cessfully used is a great way to provide a concrete illustration 
to the audience. 
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Crafting Compelling Stories 


One thing to consider as you intentionally tell stories and incor- 
porate them into your presentations is that not all stories are 
created equally. Some stories are more effective, interesting, 
entertaining, and enjoyable than others. This is why some TV 
shows captivate large audiences and win Emmy awards while 
others are panned by critics and are canceled after just five epi- 
sodes. Just because a story has all of the key elements does not 
mean that it is a good story. In the 
next section, we will look at some of 


A plausible story the factors that influence the relative 
is one that the merit of a story. 
listener can see As you read earlier, in his 


occurring based Narrative Paradigm, Fisher argued 
: that people judge stories based on 

on his or her their fidelity and rationality. The 
knowledge of how Story Model created by Hastie and 

similar events Pennington, which is based on their 
work in the legal field, expands on 
these ideas and looks at the different 
components that influence how a 
listener or audience will evaluate a given story.’* Hastie and 
Pennington were interested in how juries took all of the evidence 
presented in a trial and used it to make a decision regarding the 
case. They found that jurors put the pieces of evidence together 
in a story or stories to explain what happened. Jurors then make 
their decision based on which stories they deem to be the most 
rational. It is the role of the lawyers, then, to present evidence 
and explanations for the events that can be constructed into the 
most rational story. 


may OCCUr. 
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Earlier, we discussed Fisher’s concept of rationality, which is 
based on a story’s coherence and fidelity. Hastie and Pennington 
describe what they term as certainty principles. When a juror 
is making a decision in a case, he or she picks the story that 
allows him or her to be most certain that the events in the story 
are what actually occurred. In the Story Model, certainty 1s 
based on coverage and coherence. Coverage refers to the 
amount of evidence that supports a given story. Their concept of 
coherence incorporates three elements: consistency, plausibility, 
and completeness. Consistency is similar to Fisher’s concept of 
coherence. A consistent story does not contradict itself: Plausibility 
takes into account a person’s knowledge and understanding of 
how the world works. A plausible story is one that the listener can 
see occurring based on his or her knowledge of how similar 
events may occur. Coherence refers to the story having all of 
the elements and structure of a story. Ifa defense lawyer cannot 
provide a reasonable ending for the story he or she is trying to 
present, the jury will be more likely to reject that story. 

While based in the legal realm, the Story Model’s concepts 
can be applied to multiple settings. If you are using a story as 
evidence to support your point, you should consider how the 
audience might evaluate the story. If your story seems too far- 
fetched, your audience may discount it and reject it as supporting 

evidence, as it does not meet the plausibility test. It is also 

<« % _ important that the elements of your story line up and 

that you avoid contradictions. When telling longer 

stories, it is easy to get timelines and events mixed 

up, and these small contradictions can lessen the 
impact of your story. 


Conflict 


Some may argue that conflict is the most 

critical element in a story. As we learned 
earlier, conflict is any tension that impedes 
the character’s ability to achieve a desired out- 
come. In general, the more conflict or the more 
intense the conflict, the more interesting and well 
received the story. A story about someone’s recent 
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bout with the flu, for example, may not be as interesting as a story 
about someone’s recent hospitalization due to severe pneumonia. 
In terms of the stories, there are two key things to consider when 
it comes to conflict. First, when you are selecting what stories to 
share in your presentation, consider which ones have the more 
interesting or intense conflict. Second, consider how you will 
present the conflict. Using dramatic language and a dramatic 
tone can elevate a relatively minor conflict to a higher level. 


Novelty 


Another factor is the novelty or unexpected nature of the story 
elements. A story in which we can easily predict the outcome 1s 
not going to hold our attention in the same way that an unex- 
pected tale will. This is one of the reasons that we love stories 
about ordinary people who do or experience what we call great 
things. It is unexpected to think that an impoverished single 
mother who struggled with depression would become one of the 
best-selling authors of our time, as did J.K. Rowling, author of 
the Harry Potter series. When you are considering what stories to 
use as attention getters or support, 
Suspense is the select ones that have a novel element 
: ; such as unexpected hero, a less com- 
audience's feeling mon challenge, or a unique solution 
of anticipation, of == to a problem. 


wanting to know 
what happens Suspense 


next. Suspense is Suspense is related in some ways to 
what keeps your both conflict and novelty. Suspense 
is the audience’s feeling of antici- 
pation, of wanting to know what 
happens next. Suspense is what keeps 
your audience listening. Suspense is created as you share the 
rising action and build to the critical event. In order to create 
suspense, there needs to be a question about what is going to 
happen. The easiest way to take away any sense of suspense 1s 
to tell the ending of the story at the beginning. This may seem 
obvious, but far too many people give away the ending as they 


audience listening. 
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set up the story. A great way to build suspense is to break up the 
parts of the story throughout your presentation. You may begin 
your story at the beginning of your presentation by introducing 
the key characters and conflict. As you move to the body of your 
speech, you can include elements of the rising action as pieces of 
evidence until you reach the critical event. Finally, when you are 
concluding your presentation, you can include the resolution as 
a way to tie together your entire presentation. 


Details 


Earlier, we talked about not providing extraneous details that 
do not add to the story. This does not mean that details and 
description are bad. Instead, you need to determine which 
details will help your audience better connect to the story. One 
simple detail that is often overlooked is sharing the names of your 
characters with your audience. Imagine you are talking to a local 
community group about the need for more volunteers at the local 
food pantry. As part of your presentation, you share about one of 
the food pantry patrons. Referring to her simply as “her” or “the 
woman who came” depersonalizes her, whereas calling her by 
her name such, as “Mary,” makes her seem real and allows your 
audience to better connect with her as a character. Research 
on the psychology of names has shown that names are a 
powerful cognitive tool. When the listener can link a 
description of a person with a name, this actually 
assists in the creation of mental maps, which assists 
in the overall processing and recall of the story."* 
Another thing to consider when adding 
details to a story is how those details will 
stimulate the audience’s senses. When a 
listener is transported into a story, they feel 
as if they are there. Helping your audience 
to image how things look, smell, sound, and 
feel can strengthen feelings of transportation 
and immersion. Take, for example, ‘Tia. She is 
sharing a story of a cold January day when she was 
locked out of her house. Her description of the cold 
can have a large influence on how her listeners evaluate 
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her story. If she says that it was a pretty cold day in January, her 
audience is going to think about it being cold. If she provides 
some key details such as it was bitterly cold, the temperature was 
hovering around 0 degrees, the wind was howling, and within a 
few minutes, the tips of her fingers were starting to go numb, the 
audience has more information to help them picture the scene. 


The right details can make a story more real to the audience and help 
them imagine situations they might not be familiar with. In this video, 
Wanda Blevins shares the story of her husband who was killed in a min- 
ing accident. What details would help someone not familiar with mining 
understand the situation? How do the details she shares strengthen the 
emotional impact of her story? 


https://cs.pn/2F5w40N 


When sharing details, using a few highly descriptive words or 
a strong verb is more powerful than putting together a stream of 
adjectives. Adding the word “bitterly” above, changes a cold day 
into something more serious and, in turn, makes the conflict of 
the story, being locked out in the cold, a more intense situation. 


The Way It Is Told 


You can have an amazing story with an incredible plot, intrigu- 
ing characters, and a ton of action, but if you do not tell the 
story well, it may fall flat. Just like all types of presentational 
speaking, the information you have is only as good as the way 
it is told. Take a minute and think about the people you know 
who are great storytellers. What is it that makes them such great 
storytellers? Partly, they may have really good material, as they 
might have had a lot of interesting experiences. But often, it 1s 
their enthusiasm, expression, and sense of timing that transforms 
a good story into a great one. 
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Here are some key things to think about in terms of how you 
deliver the stories you share. 


\ Match the emotion and tone of your voice to the emotion 
and tone of the story. If you use a monotone voice to tell your 
audience that a character was overcome with excitement, 
it is going to be hard for the audience to believe or imagine 
that enthusiasm. 


\ Don’t be afraid to be expressive. This goes beyond your tone. 
Your facial expressions, gestures, and body movement can 
convey a lot of emotion and energy as well. 


\ Remember the power of a pause. A well-placed pause 
before a critical moment or a key detail can go a long way in 
creating suspense. 


\ Know your story. Great storytellers know their material. If 
you keep losing your place or forgetting key elements, it inter- 
rupts the flow of the story, and it calls your credibility into 
question. 

\ Look your audience in the eyes. Great storytellers speak 
directly to their audience. If you are looking down at your 
notes during most of your presentation, your audience is going 
to feel like you are reading to them instead of simply telling 
them a story. 


by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 
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Storytelling in Context 


This chapter has so far explained the whys and hows of using 
stories in your presentations. In this next section, we will look at 
how stories are used in specific contexts and fields. Particularly, 
we will look at some contexts where you would not naturally 
assume that storytelling is a commonly employed or useful tool. 
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Storytelling in Science 


Remember earlier when we discussed Fisher and his ideas about 
the narrative paradigm. One of his primary contentions was that 
people use narratives rather than logic to make decisions. For 
those in the field of science where facts and data reign supreme, 
this contention can be difficult to accept. Data and facts are vital 
to learning about and understanding the world, but the challenge 
for those in scientific and technical fields comes from being able 
to share and explain their work and findings with those outside 
of their fields. Another challenge is getting audiences to have an 
emotional connection and response to the facts and data. This 
is where storytelling can play a helpful role in translating highly 
technical information to a lay audience. 

Neil deGrasse Tyson has his PhD in astrophysics from 
Columbia and has gained a large following of fans through his 
books, television appearances, and weekly podcasts. His fanbase 
is not just fellow astrophysicists, but ordinary people who are 
interested in science and learning more about how the universe 
works. What makes him so popular is his ability to take incred- 
ibly complex ideas and translate them into stories he can share 
with his audience. These stories provide a lay audience with a 
context for understanding. ‘Through his storytelling and conver- 
sations with his audience, he has been able to make a highly 
technical field more accessible to the average person. 

When presenting about science and technical 
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declining honeybee population. Honeybees are not only needed 
for honey production, but more importantly for their key role in 
pollination, which allows crops to grow. Varroa mites invade a 
colony and weaken bees by slowing sucking their blood. They 
are resistant to most pesticides, which means they have been 
difficult to fight. The newly discovered mushroom elixir 1s fatal 
to the mites yet does not harm the bees, so the elixir became a 
way to defeat the villian.'* With this further explanation, the 
audience can now understand the relevance and importance of 
the research. 

Stories can also be used to personify abstract concepts. 
Audiences may have a difficult time understanding or picturing 
how achemical reaction takes place. Ifyou are able to explain that 
reaction as a story in which the components of atoms are charac- 
ters who are taking specific actions that lead to the final reaction, 
an audience has a better chance of making sense of the reaction. 

Sara ElShafie, a doctoral student in integrative biology, 
recognized the importance of taking her highly technical work 
and finding a way that she could explain it to people outside her 
field, including her family. She said the hardest part for her was 
getting away from the multiple details that informed her work 
so that she could tell the overarching story of her research which 
focuses on how climate change impacts animals over time. Once 
she was able to step back and identify the key characters, events, 
and plots that informed the need for her research as well as her 
findings, she found that she got a much better response from 
general audiences when she talked about her work. Inspired by 
her successes, she has gone on to develop and teach workshops 
to fellow scientists on how to use the storytelling techniques of 
organizations such as Pixar to discuss their own work.” 


Storytelling in Management 


Managers have multiple responsibilities in terms of helping an 
organization succeed. In terms of leading an organization or 
team, some of the most important responsibilities include helping 
the group understand the mission and vision of the organization 
and motivating the team to reach its goals. One thing that highly 
successful managers and leaders do is use stories to inspire and 
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motivate their teams and customers. Steve Jobs, founder of 
Apple, and considered by many to be a visionary leader, was 
adept at creating and telling stories that captivated and inspired 
not only his employees, but also the public.'* When a new Apple 
product was launched, the presentation did not just focus on 
the newest features of the iPhone or MacBook. Instead, Jobs 
would come on stage and cast his product as a hero that was 
working to overcome a villain such as a poor interface or lack of 
connectivity. In this way, he transformed Apple products from 
technical gadgets that could perform tasks to a force that assisted 
people in making the world a better place. 

One way leaders and managers can use stories is to create 
an understanding of what the organization is and what the orga- 
nization desires to be. Sometimes referred to as an origin story, 
this story not only lets the listener 
know more about the company, but 
Managers can use if the story is engaging enough, it also 
stories to create creates buy-in from the listener. ‘The 


an understanding Disney corporation is not only mas- 


of what the terful at telling stories to captivate 
Pager as audiences, but its own origin story 
organization Is has been a shaping force for the com- 
and what the pany as a whole. When Walt Disney 
organization dreamed of creating DisneyLand in 


the early 1950s, his desire was to cre- 
ate a place where people could enjoy 
spending time with their families, 
experience some Disney magic, and feel like they were honored 
guests. This story was told and continues to be told to all Disney 
employees as a way to help them understand that whatever their 
job is in the corporation, their actions should align with this goal. 
This story has played a key role in developing and sustaining the 
incredible customer service that Disney is known for. 


desires to be. 
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Storytelling in Teaching 


Teaching is another area where storytelling can play an 
essential role. Remember that prior to widespread 
literacy, stories were one of the primary means 
of teaching and sharing information. It is also 
important to note that teaching is not only the 
work of those who work within the school 
or university system. Many jobs include an 
element of teaching in the form of training 
or employee development. Research has con- 
sistently shown that presenting information 
as stories assists in the retention and recall of 
t the information.'”'* People are so familiar with 
the narrative structure of beginning, middle, 
and end that their brains are primed to take in 
information this way. Because a story has characters 
and events that relate and connect, it is also easier for the 
brain to make connections between key concepts. 


, 
4 


Chapter Summary 


This chapter began with a discussion of the role stories have 
played in human communication throughout time. It then looked 
at some of the research done on the impact stories have on the 
human brain. Next, the chapter described the key components 
that constitute a story, as well as ways to incorporate stories into 
different types of presentations. The chapter also provided tips 
for telling the best story possible. Finally, the chapter examined 
the role storytelling can play in different contexts and fields. 
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Objectives 
After this chapter you will be able to: 


mY 
mY 


Informative 
Presentations 


Understand the key features of a speech of awareness. 
Identify the necessary components in a speech of demon- 
stration. 


Recognize and apply the important strategies for using 
elucidating explanations. 
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Recognize and apply the strategies for using quasi-scien- 
tific explanations. 


Recognize and apply the strategies for using transforma- 
tive explanations. 


EEE 


Have you ever struggled with explaining 
oe something that was complex to a group of 
people who are completely unfamiliar with 
your topic? A lot of us face this challenge, 
and it is actually much more difficult than 
it sounds. However, Marc Rayman, Ph.D., 

hepfepeeeete? Director and Ghiel Engineer at the . Jet 
Propulsion Laboratory, makes it look easy. In this segment of his 
presentation on the Dawn mission, he explains how our solar 
system and the Earth were formed. 


\ What strategies did Dr. Rayman use to explain his ideas? 

' Would his explanation be as clear without the use of his visual 
aid? 

\ What method of delivery did he use? Was it effective? 


\ How did he try and connect to his audience during the 
presentation? 


NASA'S DAWN MISSION TO THE ASTEROID BELT 


MARC RAYMAN 
Jet Propulsion Laboratory (JPL) 
Dawn Mission Director & Chief Engineer 
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Introduction 


This chapter focuses on speeches that serve to inform an audi- 
ence. Informative speeches can introduce a new idea to the 
audience, instruct the audience in some way, or even explain 
information. You may want to make an audience aware of a new 
vaccine or new policy. Maybe you need to explain to a group of 
farmers how a pesticide will affect a particular pest population. 
All of these examples are informative in nature. In fact, most of 
the presentations you deliver will be informative in nature. We 
all like to be persuasive, but don’t underestimate the importance 
of informative speaking. While we often think of informative 
speaking as easier than persuasive speaking, this isn’t the case. A 
good informative presentation 1s as hard to craft as a persuasive 
presentation. There are many things to consider and decisions to 
make when planning an informative presentation, and many of 
them surround the audience. Here are some key issues that you 
should know about your audience before you begin presentation 
preparation, regardless of the informative type: 


\ Are they knowledgeable about your topic? 

\ What expectations do they bring to the presentation? 

\ What ideas might they hold that may make it difficult for 
them to process the ideas in your presentation? 

\ How motivated are they toward your topic? 


Answers to all of these questions are important. They will 
help you arrange your materials in a particular way that will have 
the biggest impact on the audience. Your audience will either 
have no information, some information, old information, or, 
given the propensity of people to look things up on the web, 
wrong information. It’s highly likely your audience won't be 
homogenous; that is, you could have a portion of your audience 
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members with no information and some members with a lot of 
information. It is up to you to be able to relate your presentation 
to all these audience members. 

This chapter will focus on three types of informative speak- 
ing: awareness, demonstrations, and explanations. If you follow 
the guidelines we discuss throughout this chapter, you will have 
a better chance of being effective. 


Speech of Awareness 


An informative presentation of awareness does exactly what you 
think it does. It makes your audience aware of an event, 
person, place, or thing, or it may raise awareness of a 
problem that they didn’t know about before you 
began your presentation. Perhaps you want to 
deliver a presentation on a person who was 
influential in a particular way. A speech on 
James Naismith, the inventor of basketball, is 
an example of a presentation of awareness 
that fits this bill. Another example is a presen- 
tation about cheap places to stay when attend- 
ing a music festival. Both of these examples 
present new information and make the audi- 
ence aware of some important or interesting 
information they were unaware of before. 
Suppose you work at the student success office 
on campus. Part of your job is to make your colleagues 
aware of the programs offered around campus. You decide 
that stress is a major problem for your audience. You have 
heard everyone in class talking about how stressed out they are. 
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So, you decide to make them aware of services on campus for 
addressing stress. You might outline your presentation along the 
following lines: 

Thesis Sentence: There are three free programs on cam- 
pus that can reduce stress levels in college students. 


\ (Main Point) First, our health mentor program provides 
one-on-one counseling to reduce stress. 

\ (Main Point) A second program you can take advantage of is 
Wellness on Demand. 

\ (Main Point) Finally, the Stress Smash Session allows you to 
physically work through your stress by breaking things. 


This example presentation is organized topically by program 
type. The speaker would go into more detail, providing enough 
information to allow the audience to determine if these programs 
were right for them, and to explain how to get enrolled in them. 

Any organizational pattern appropriate for an informative 
speech can be used with a speech of awareness. These include 
chronological, spatial, topical, or comparative advantage and 
were discussed in Chapter 6. 

It is important when thinking about topics for a speech of 
awareness that you make sure to present something new to an 
audience. If they already know about your topic, you’ve just 
wasted their time, so make sure that you have adequately ana- 
lyzed your audience and are actually presenting novel and useful 
information. What might be novel for 
one audience won’t be for another. 


Really do the research so that you can As an audience 
make a valuable contribution to your member, nothing 
audience. As an audience member, is more frustrating 
nothing is more frustrating than sitting than sitting through 
through a presentation and learning : 
nothing new: a presentation 
and learning 
nothing new. 
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Explaining Your Ideas Concisely 


The Three-Minute Thesis Competition began at Queensland 
University during a massive drought. At the time, citizens in 
Australia were being encouraged to take three-minute showers 
to conserve water. People used egg timers to limit their time in 
the shower. This phenomenon spurred the Dean of the Graduate 
School at Queensland University, Alan Lawson, to come up with 
the idea for a three-minute thesis competition. The competition asks 
graduate students to present their research—typically a dissertation 
project—to an audience of non-specialists in a manner that is free 
from jargon or scientific language in three minutes or less. 

This is quite a challenge. Dissertations or thesis projects contain 
about 80,000 words. It would take nine hours to present a dissertation 
of this length. This competition challenges students to condense their 
ideas to just three minutes. As you can see, this seems like an impos- 
sible task. However, graduate students around the world were up for 
this challenge. These competitions occur all over the world. I bet there 
are competitions on your own university campuses because over 200 
universities in the U.S. alone host competitions. You should visit the 
website https://threeminutethesis.ug.edu.au and check out some of 
the winning presentations. Some of the specific skills these speakers 
use are going to be highlighted in this chapter. 

What is key here is how to take the complex research that 
these students conduct and explain it to an audience that has no 
expertise in their specific research area. This is a skill that all of 
us will have to engage in at one point or another. Many times, 
you only get three minutes with your boss, or client, or investor. 
How can you inform them about what you do and why it is 
important in that length of time? 


Watch the winning 3MT presentation by Megan LaFollette 
(link on page 221). This is an excellent example of a speech 
of awareness. She did a great job of explaining something new. 
Who knew that lab rats needed to be tickled? She also made her 


topic relevant to the audience. How do you think she accom- 
plished this? 
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Purdue University actually has a 3MT competition every spring 
and over 100 graduate students compete to see who can explain 
their research most effectively in just 3 minutes. We have provided 
links to the winners here. Each of these examples demonstrates 
some excellent strategies for explaining ideas. We will refer to some 
of these examples during the rest of the chapter, so make sure you 
take a look and watch each of them. 


Megan LaFallette, Purdue Graduate Student and the winner of the 
38MT Competition. https://youtu.be/ BxeWisObSgk 


Punyashlokca Debashis, Purdue Graduate Student and the second 
place winner of the 3MT. https://youtu.be/IvWQZXbM0nO8 
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Mingding Wang, Ph.D. student and the winner of Audience Favorite 
at Purdue’s 3MT Competition. https://youtu.be/Dz5zQ8DjACM 
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Speech of Demonstration 


Demonstration or instructional presentations explain to an 
audience “how to do something.” The U.S. is obsessed 
with this type of informative presentation. Ratings 
for the Food Network and HGTV are off the 
charts.’ Much of this programing shows an 
audience how to make a casserole or update a 
stale bathroom. YouTube is also a big avenue 

for instructional videos. The authors of this 

text have learned to crochet from YouTube 
videos, and one of us has been able to avoid 
costly service repairs and even fixed our 
own washer and refrigerator by watching 
this type of video on the web. These are 
important presentations that, if delivered well, 
can help an audience achieve some import- 
ant goal. 

In a speech of demonstration, your goal is to move 
audience members from their current level of knowledge 
(e.g., knowing that their vacuum cleaner is broken) to some desired 
goal or outcome (e.g., being able to fix their vacuum cleaner). 

There are two things that you have to accomplish before 
you just start explaining how to do something. First, you have 
to establish your credibility. If you are going to explain to your 
audience “how to” generate more followers on Twitter, you have 
to be willing to disclose how many followers you have and how 
many of your own tweets have gone viral. Why should the audi- 
ence listen to you regarding this topic? Provide them a reason 
why. This isn’t a time to be shy. You don’t have to be boastful, but 


Anderson 
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the audience should get a good sense of why they should consider 
you an expert and follow your advice. Explain your expertise 
and show how it directly relates to the material at hand. 

Second, as the speaker, you must also convince the audience 
that the process is something that they can achieve and be 
successful at. If they believe it is too complex, they won’t listen. 
As part of your strategy, you need to be encouraging as you lead 
your audience toward the end state. Cheer them on at each step 
and provide encouragement as the presenter. 

Once you establish your credibility and set the right tone, 
you are ready to get down to the important stuff. Effective 
demonstration presentations move through four steps.” First, you 
must clearly explain to your audience the end goal. What is the 
goal or outcome you are hoping audience members will be able 
to accomplish? State that clearly so the audience knows exactly 
what they will be able to do or achieve as a result of your pre- 
sentation. Maybe you won’t be able to teach your audience to fix 
their vacuum cleaner, but you may be able to help them identify 
what the problem is so they are informed when they take it to the 
repair shop. The audience should have a very clear understand- 
ing of what success means at the end of the presentation. 

Second, you must address any prerequisites audience 
members must achieve. What do audience members need to 
have or need to complete before they begin the task to ensure 
success? Are there tools or supplies that they need? Are there 
accounts that they need to set up? If so, make sure you are clear 
about what needs to happen before they begin. 

Once all the prerequisites have been explained, you can 
begin to address the “how to” process or outline the proce- 
dures. The stated procedures comprise all the steps you move 
through as you head toward your goal. It is important that you 
use a chronological pattern here with plenty of transitions so that 
the audience knows what to do first, second, and so forth. If the 
presentation is delivered to a live audience, watch their reactions 
and be adaptable enough to slow down and reiterate specific 
steps if audience members appear confused or lost. 

During the “how to” portion of your presentation, it is 
important that you use minimalist instruction. Minimalist 
instruction encourages an action-oriented approach’ in 
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demonstration speeches. That is, audience members attending 
instructional presentations are eager to act, to perform this new 
task. So don’t unnecessarily delay getting to the information 
needed to make that happen. This means keep your instructions 
brief and to the point. This is particularly important in asyn- 
chronous presentations. Since they are watching online, they 
may give up if the pace isn’t appropriate. 

The final step that must be addressed in a “how to” presen- 
tation is things to avoid. These are things that are undesirable 
and will impede the process. People attempting to learn new 
skills can spend 25 to 50 percent of their time making and recov- 
ering from errors.’ The best way to remedy that is to prevent 
those mistakes from occurring in the first place, which reduces 
frustration on the part of the learner. Tell your audience where 
the landmines are to begin with, and they can avoid them. 

Imagine that you are teaching your audience to make a melt 
in your mouth meatloaf. Say the recipe calls for two pounds of 
80 percent ground beef. If the quality of this ingredient impacts 
your recipe, make sure you let the audience know that up front. 
If they have the wrong type of beef, explain what will happen; 
perhaps the meatloaf will be too tough, etc. Be explicit about 
these things with your audience so they don’t start off on the 
wrong track or end up with results that aren’t ideal. 


Effective Speech of Demonstration Should 


Explain the expertise/credibility of the speaker. 

Encourage the audience during the process. 

Describe the end goal. 

Describe any prerequisites. 

Describe the steps in the process. 

Describe things the audience should avoid during the process. 


OA AA A ed: 


One of the issues that you might face when presenting a 
speech of demonstration is the method of delivery. Will the 
presentation be live or asynchronous? This is something that 
will impact the choices you make regarding the delivery of your 
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presentation. For example, it impacts the way you use transi- 
tions. Transitions are much more important in an asynchronous 
presentation because people often fast forward through presen- 
tations, so it becomes important that you recap and mark where 
you are in the presentation. There are other issues to consider, 
such as delivery. Chapter 12 will outline some of these challenges 
and address issues with online presentations. Make sure you 
consult this chapter before designing your asynchronous “how 
to” presentation. 

There are many examples of asynchronous demonstration 
presentations on YouTube and even many TED Talks that use 
this same format. We encourage you to watch a few of these before 
you get started if you plan to deliver a speech of demonstration. 


Speech of Explanation 


A speech of explanation is a type of informative speaking that 
deepens the audience’s understanding of some complex subject. 
Topics that might be addressed in an explanatory presentation 
include scientific topics, health topics, financial topics, complex 
theoretical issues, and technological topics, just to name a few. 

Explanatory presentations introduce unique problems for the 
speaker. You must deal with the issues of organization and support, 
but you also must address special challenges in terms of audience 
analysis. As mentioned in other chapters, all good presentations 
require thorough audience analysis. However, when faced with 
presenting difficult information, you must step back and analyze 
your audience in different ways. Ask the following questions: 
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\ What type of previous knowledge do these particular audi- 
ence members bring to this situation that may enhance or 
impede their ability to process the material? 


\ What obstacles (e.g., previously held ideas) may interfere with 
this audience’s ability to process this information? 

\ What are the challenges inherent in this information that 
might make the information difficult for an audience to pro- 
cess (e.g., vocabulary, amount of material, etc.)? 


By answering these questions, you have better insight into 
the needs of your audience. To be an effective speaker in this 
complex situation, you must have a thorough understanding of 

just what it is about the information 
you are presenting that may make 


Our goal is to it difficult for a specific audience to 

anticipate what understand. Your goal is to anticipate 

eae Pa what difficulties the information may 

; difficulties the present for your audience and then to 

information may design a presentation that overcomes 
present for your those obstacles. 

audience. There are several common 


obstacles that may interfere with an 

audience’s ability to understand a 
difficult presentation or information. These difficulties may be 
inherent in the material itself, or your audience may present 
distinguishing factors that make them unique and therefore, 
a challenge to reach. According to Kathy Rowan, Professor of 
Risk Communication and Fellow of the American Association 
for the Advancement of Science, audiences experience difficulty 
understanding ideas or topics for three primary reasons:* 


1. Difficulty understanding the definition of a concept 
or term. For example, your audience may have heard the 
term “statistically significant” but may have trouble explain- 
ing exactly what the concept means and how it should be 
used. Other problems in understanding the use of a concept or 
term may surround the misuse of terminology. For example, 
many people outside of meteorology don’t know the difference 
between asteroids, meteorites, and meteors. Lay audiences 
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often misuse these terms when describing activity that sur- 
rounds our planet. Sometimes, these misunderstandings can 
impact how an audience understands a presentation. 

2. Difficulty understanding a phenomenon, structure, 
or process. Some presentations are difficult to understand 
because they describe processes or structures that are hard for 
an audience to envision. Either the amount of the material is 
difficult to process, the relationship between elements in the 
presentation is hard for the audience to see, or there is a large 
amount of material. For example, audiences may have difh- 
culty understanding how the process of immigration works 
in the U.S. This is a complicated process with many facets. 
Picturing and following all of the components in this process is 
difficult for an audience to navigate with limited understand- 
ing of the system.” Therefore, organizing the material in such 
a way that the audience can follow and grasp the essential 
parts in the process is imperative and explaining how they 
relate to each other is also vitally important. 

3. Difficulty understanding phenomena that are hard 
to believe. Sometimes, information is hard to understand 
because the ideas surrounding the information are coun- 
terintuitive to our experiences. Audiences may have trouble 
understanding aspects of quantum mechanics, for example. 
Ideas may also be hard to believe because of competing ideas 
that we hold dear. For example, many people believe that you 
can catch a cold from going outside with wet hair. This simply 
is not true. The common cold is caused from a virus, and your 
hair has little to do with it.° The obstacle to understanding 
here is a pre-existing belief. 


Each of these three difficulties or obstacles has a set of unique 
strategies that can help illuminate your ideas for an audience. 
The remainder of this chapter discusses each of these three 
difficulties in more detail, followed by a discussion of strategies 
that can impact audience understanding. 
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Difficulty Understanding the 
Use of a Concept or Term 


Sometimes, the difficulty in understanding information involves 
the concepts or definitions that surround a particular phenome- 
non. We often misuse certain terminology in ways that make it 
difficult for us to understand larger issues. For example, suppose 
that you are planning to present material on some aspect of 
climate change. After conducting your research, you decide that 
audience members’ primary obstacle to understanding your pre- 
sentation will be their previously held ideas about what climate 
is and what it is not. Now that you understand this obstacle, you 
can plan to overcome it. 


Effective Elucidating Explanations 


» Provide definition of the concept. 
» Provide examples. 
» Provide nonexamples. 


Research has shown that for audiences to understand content 
in which concepts or definitions may be difficult, it is best to 
use an elucidating explanation. Elucidating explanations 
explain a concept’s meaning or use by providing the definition 
of the term and explaining what is essential in that definition 
and what is not. Let’s continue with the example of climate. 
Many people think that climate and weather are the same 
thing. According to NASA, climate is a pattern that is exhibited 
over time in a specific region.’ Usually, scientists are looking at 
patterns lasting 30 years or so when they think about climate. It 
is the average weather over time and space.® So when you hear 
we hit a record low or high on the local weather, they are talking 
about weather, not climate. This difference becomes essential to 
understand when discussing climate change. 

When making a presentation that requires an elucidating 
explanation, here are some steps to follow: 
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Provide a definition of the concept. Begin by providing 
the audience with a definition that lists all of the essential 
characteristics and features of the definition. Let’s examine 
the following example of a cactus. “Cactuses are a species of 
plants that grow in hot, dry regions. Most are stem succulents. 
They never have leaves and cannot remove water from cold 
soils, so they are dormant in the winter and grow in the sum- 
mer.” The essential characteristics of the definition are made 
clear: they grow in hot dry regions, are stem succulents, etc. 
Address associated meanings, if necessary. Some- 
times, concepts have associated meanings that make a true 
understanding of the definition difficult. For example, audi- 
ence members often consider radiation dangerous. However, 
not all radiation is harmful. Radiation is simply the process 
of emitting radiant energy in the form of waves or particles. 
The term radiation refers to the electromagnetic radiation that 
includes radio waves, X-rays, and even the energy from sun- 
light, light bulbs, and candles. By addressing the associated 
meaning—dangerous—along with providing a definition, 
you give the audience a much better understanding of the 
concept of radiation.” 

Provide examples. While it may seem obvious to provide 
an example of the definition you are presenting, research on 
explaining information suggests that you should provide sev- 
eral examples. Continuing with the example on cactuses, you 
could also provide the audience with the following examples 
to further illuminate the definition: “The giant saguaro cactus 
looks like a bare tree with thick, upturned branches, while the 
flat prickly pear resembles a pancake.” 

Provide nonexamples. Multiple examples will help con- 
vey your message but so will the use of nonexamples. Often, 
your audience may have difficulty deciding which examples 
fit the definition of your concept. By presenting examples 
and commonly held nonexamples, you can enhance under- 
standing. Nonexamples resemble the concept by sharing some 
aspects of the criteria but fall short of having all of the criteria. 
By presenting some of these nonexamples, you help audience 
members clearly understand the difference. Continuing with 
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the cactus example, you could use the following nonexample: 
“Most people commonly believe that the yucca plant 1s a cac- 
tus. While it may resemble a cactus, the yucca plant group 
has pointed, stiff, narrow leaves that grow along the stem or 
in clusters at the end of the stem. Remember, cactuses do not 
have leaves.”"' So, a yucca plant is not a considered a cactus. 


This clip features Washington Post Editor, Christopher Ingraham, defin- 
ing gerrymandering. Watch this clip and see if he follows all the steps in 
the elucidating explanation strategy. 


C-SPAN 


https://cs.pn/2KcC4sG 


Sometimes, the entire goal of your presentation is to explain 
the definition of a concept or term. If this is the case, use a 
topical organizational pattern utilizing all three of the steps 
for elucidating explanations. For example, if the entire goal of 
your presentation is to explain to your audience exactly what 
is and what is not considered climate, you would simply use a 
topical pattern. 

Other times, explaining a concept or definition may be a 
smaller part of a larger topic or purpose. Imagine that you have 
been asked to address a problem with pests in your garden club. 
As part of this presentation, it might be important to differentiate 
between venomous and poisonous species. This differentiation 
would probably be a small piece of a larger presentation, so just 
weave in the three steps of an elucidating explanation into your 
larger presentation. The larger presentation topic, in this case, 
garden pests, should dictate the pattern of organization. 
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Understanding Complex Structures or Processes 


Sometimes, what makes a particular topic difficult is the struc- 
ture, processes inherent in the topic, or the shear quantity of 
information on the topic. Because of these difficulties, it becomes 
problematic for an audience to see the big picture. An audience 
may have a problem understanding the scientific method, the 
carbon budget, the process of viral marketing, or the history 
of hashtags. In each of previous examples, audience members 
struggle to envision the processes or structures that accompany 
these topics. 

Even when the topic is straight forward, the amount of 
material can be overwhelming. Imagine how all the pieces of 
a college curriculum fit together. Imagine having to deliver a 
presentation on the required freshman curriculum, general edu- 
cation requirements, and requirements for graduation to a crowd 
of college freshman. This is a lot of information to process, and it 
is difficult to keep track of all the moving parts for the audience. 

Complex structures or processes can best be explained using 
quasi-scientific explanations. Effective quasi-scientific expla- 
nations have two important characteristics: First, they help 
audiences attune to important fea- 
tures of the message. Second, they 


help organize the information so that Complex structures 
audiences see relationships in the Or processes can 
material and keep track of it. Simple best be explained 


devices you can use to achieve solid ; a Seer oee 
quasi-scientific explanations include using quasi-scientific 
organizing analogies, visual aids, explanations. 
clear organizational structure, repeti- 

tion, and transitions. 

Analogies and metaphors are good ways to organize the 
information for your audience. Organizing analogies take your 
material and relate it to something with which the audience 1s 
already familiar. Ongoing research programs in various disci- 
plines from science to marketing have indicated that individuals 
understand unfamiliar concepts better when the material 1s 
presented through the use of an analogy or metaphor.” 
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Choose familiar objects or actions for the analogy. The 
audience must be able to make an immediate comparison and 
connection without needing additional information or explana- 
tion.'’* The analogy should also be short and simple. 

In a recent issue of Popular Science, the author of an article 
about the human brain used this analogy so that audiences could 
understand the amount of electricity circulating throughout 
the brain: “Every single neuron contains about 0.07 volts of 
electricity. A human boasts 86 billion of those stimulating little 
cells, which puts the charge inside your head at about 6 billion 
volts. That’s like having 477,777,777 car batteries hooked up to 
your noggin.” 

The initial sentence that described the volts in a single neu- 
ron didn’t mean much, but once the example was multiplied 
by the amount of neurons in our brain and then compared to 
400 million plus car batteries, it had much more meaning. This 
example demonstrates how powerful an analogy or metaphor 
can be. 

It is important to tailor the comparisons and metaphors for 
your audience. If your audience isn’t familiar with knitting, for 
example, using a knitting analogy to explain a concept won't be 

very effective.*'* Know your audience 

It is important so you know what will work for them. 

to tailor the Diagramming the process or 

: topic for your audience 1s another tool 

comparisons and that you might find useful. Diagrams, 

metaphors for charts, and visual representations aid 

your audience. audiences in processing information, 

Visual aids become particularly 

important with quasi-scientific expla- 

nations and are absolutely necessary. Whether the difficulty results 

from the amount of information or the relationships between the 

information, visual representations help the audience organize 

the material and see relationships. See Chapter 9 for assistance 
creating an effective visual aid. 
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The 3MT speeches presented on page 221 of this book offer 
excellent examples of analogies and metaphors. See what kinds 
of metaphors Punyashlocka Debashis and Mingding Wang use 
to explain their content. Do you think they worked? Why or 
why not? 

Having a clear organizational structure is another tool you 
have to explain your information. Be systematic when choosing 
an organizational pattern. Think about why you are choosing 
that structure. Be ready to answer the question, “How does this 
pattern make my material more clear?” Don’t choose a topical 
pattern just because it is easy. Really think about what you are 
trying to convey, and examine other patterns that help your 
audience see how parts of the whole fit together. 

Repetition is the fourth important device in a quasi-scientific 
explanation. As explained throughout this text, audiences do not 
have the luxury of going back to hear what you said previously 
like they do when reading a text. Remind them of what you told 
them. They will appreciate it, and it increases the likelihood that 
your explanation will be effective and that your audience will 
retain it. 

The final device is the transition. Transitions are essential 
in quasi-scientific explanations. Although they are important in 
any presentation, quasi-scientific presentations require you to 
use transitions more frequently and thoughtfully. Although we 
discussed transitions in Chapter 6, it is important that we go into 
more detail here. 


Tools for Effective Quasi-Scientific Explanations 


Use metaphors and analogies. 

Use a clear organizational structure. 
Use visual aids. 

Use repetition. 

Use transitions. 


LA A AO aA: 
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Linking transitions are the tools that link ideas and 
concepts together for your audience. They signal to the audi- 
ence where you have been and where you are going. Assume 
that you are delivering a presentation on an effective graduate 
school application. The presentation has three main points or 
parts: GREs, writing samples, and letters of recommendations. 
The following linking transition signals to the audience that 
you are leaving main point number one and moving to main 
point number two. “GREs are not the only important aspect 
to a graduate school application; the writing sample is also 
extremely important.” 

Signposts help your audience focus on the elements that are 
most important to the presentation and let your audience know 
exactly where they are in the presentation. Signposts can include 
the following: in conclusion, to begin, the most important part, 
first, second, or third. ‘There are many other types of signposts 
but these give you an idea. 

Internal summaries and internal previews help with 
repetition. These provide a summary or preview in the middle 
of your presentation. While it is important to preview your main 
points or primary ideas before you begin your presentation and 
review them at the end, you may need to provide these summa- 
ries/previews during the body of your presentation as well. This 
is particularly important when the material is dense. 

Research shows that when the types of devices just discussed 
(organizing analogies, strong organization, visual aids, repeti- 
tion, and transitions) are used, audience members are better able 
to envision the processes discussed, and their problem-solving 
abilities regarding the material are improved.” All of these strat- 
egies are necessary in an effective quasi-scientific presentation. 


Hard-to-Believe Phenomena 


Occasionally, a topic is difficult for an audience to understand 
because the theories or ideas that encompass that topic are hard 
for an audience to believe. ‘The difficulty with the material isn’t 
related to any particular term or a complex collection of infor- 
mation, but rather, the idea itself is counterintuitive to particular 
audiences and other ideas they hold. 
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People develop lay theories around events and experiences 
that are familiar to them. They do not develop lay theories around 
phenomena that do not hold personal importance. Thus, people 
do not hold lay theories about new findings regarding nanotech- 
nology or mathematical Knot Theory. They do hold lay theories 
about household safety, disease management, and nutrition.* 

Lay audiences struggle to understand how Earth can be 
weightless or why getting a chill doesn’t cause a cold. With each 
of these ideas, we have developed lay theories that we use to 
explain our world. Some of these theories are passed down from 
generation to generation, so they are deeply ingrained. In many 
cases, these lay theories are wrong. In fact, these nonscientific or 
lay theories are the source of our confusion and often lead to 
dangerous consequences. For exam- 


ple, many people believe that if you Some of these 
get the flu shot, it can cause you to Tramiee ane 
get the flu. 

If you believe the material you passed down 
are presenting to your audience is from generation to 


hard to understand due to some 
preconceived notion or lay theory the 


a transformative explanation. 


Effective Transformative Explanations 


State the lay theory. 

Acknowledge the reasonableness of the lay theory. 
Show limitations with the lay theory. 

Explain the scientific theory or positions. 


4444 


An effective transformative explanation contains four ele- 
ments. First, the explanation should contain a statement of the 
lay theory to which the audience currently subscribes. Second, 
the strengths and reasonableness of the lay theory should be 
acknowledged in the explanation. ‘Third, transformative pre- 
sentations create dissatisfaction with the current lay theory by 


generation, so they 
audience holds, you will want to use are deeply ingrained. 
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explaining its weaknesses. Finally, present the scientific expla- 
nation and provide a justification as to why it better explains the 
phenomenon in question.* 

Give audience members credit. They have no reason to give 
up their beliefs until another theory proves to provide a better 
explanation. You must effectively communicate why your theory 
is more equipped to provide a better explanation. That is your 
job in a transformative explanation. Below, each of the steps in 
an effective transformative explanation is further explained 
along with an illustrative example on the flu vaccine.* 


1. State the lay theory. Present the lay theory that the audi- 
ence holds or currently believes to be true. For illustration 
purposes,we use the belief that some individuals hold that you 
can get the flu from the flu shot.'° At step one, you simply state 
what the audience currently believes about the flu vaccine. 

2. Acknowledge the reasonableness of the lay view. In 
this step, you want to show that the current view does have 
some merit for explaining the situation. You don’t want to 
offend audience members by attacking their current beliefs; 
explain why their current views are plausible. You might say, 
many people get the flu or flu-like symptoms after getting the 
vaccine, so it is easy to see why people believe that the vaccine 
actually causes the flu. 

3. Show dissatisfaction with the current view. Here you 
want to show audience members what is wrong with 
their current view. For example, you might state, 
“according to the CDC there are two types of 
flu shots. One vaccine uses inactivated viruses 
that are not infectious, and the other type ‘a 
of vaccine has no flu virus in it at all. This j 
second type of vaccine is commonly called 
the recombinant flu vaccine. So, the vac- 
cine can’t be causing the flu.” In this way, 
you point out problems with the nonscien- 
tific or lay view. 

4. Explain the scientific theory or posi- 
tion. In this step, you lay out the true expla- 
nation for audience members and provide 
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them with the evidence that will help them accept the less 
conventional notion. Continuing with our example, “When 
people believe they have the flu after getting the vaccine, there 
are typically four things that could be going on. First, some 
people get sick with other respiratory infections that aren’t 
related to the flu virus at all. They simply think they have the 
flu. Second, the flu vaccine takes two weeks to provide pro- 
tection from the virus, so some people get exposed to it before 
they get the vaccine or during the unprotected period. Other 
people catch a strain of flu virus that the vaccine cannot pre- 
vent. And still other people get the flu because the vaccine is 
never 100 percent effective. So, while the vaccine does not 
cause the flu, it may not prevent someone from getting it 
either.”!° By providing audience members with this informa- 
tion, you increased their awareness about the flu shot and its 
possible side-effects. 


In this clip Michael D. Tanner, the Director of Health and Welfare 
Studies at the Cato Institute, explains the social security system in the 
U.S. What type of explanatory pattern does he utilize? How well do 
you think it works? 


C-SPAN 


https://cs.pn/31lpMB9t 


One important factor related to transformative explanations 
is that the steps do not have to be presented 1n order within your 
presentation. As long as all four steps are present and adequate, 
your presentation will be effective. Each of the steps can serve as 
a main point. 
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Chapter Summary 


The one thing all of these presentations have in common is that 
they communicate new or novel information to an audience. 
If there is nothing new in your presentation, it may not be 
necessary. So make sure you do your homework in relation to 
what your audience already knows to ensure you are actually 
presenting new information. 

Informative speaking is a vital skill for you to develop. 
As this chapter has demonstrated, informative speaking is just 
as important and can be just as challenging for the speaker as 
persuasive speaking is. Informative speaking includes speeches 
of awareness, speeches of demonstration, and speeches of expla- 
nation. Each of these types of presentations contains its own set 
of challenges, and this chapter presented recommendations for 
overcoming those challenges. 
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Objectives 
After this chapter you will be able to: 


a» | 


mY 
» 
» 
m 


Apply assumptions from learning theory to create effec- 
tive visual aids. 


Understand the elements of effective visual aids. 

Apply the Assertion—Evidence Method of slide creation. 
Apply ethical practices to the development of visual aids. 
Use visual aids effectively during presentations. 
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In this clip, NASA’s Deputy Project Scientist, 
oe Abigail Fraeman, presents information on 
the Mars Rovers. She uses a series of slides to 
explain the impact of a dust storm that ulti- 
mately took down the Mars rover, Opportunity. 
Visuals become particularly important in this 
presentation as she tries to explain a concept 


that is unfamiliar to most of us, tao. 


mY 
mY 


Do you think her use of visuals was able to illustrate tao? 


What else do you notice in her presentation and her use of 
visuals? 


What do you think about her delivery? Was it effective or not? 


Did the visuals add to the overall story that Dr. Fraeman was 
telling? If so, what do you think they added? 


Would the presentation have been as effective without the 
visuals? 


Could the visuals have been improved? If so, how? 


MARS EXPLORATION 
ABIGAIL FRAEMAN 
NASA Jet Propulsion Laboratory 
Mars Rover Deputy Project Scientist 
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Introduction 


There will be moments in your own presentations where you will 
want to make an abstract idea come to life for your audience. You 
will want to show an audience something rather than just tell 
them about it. This may happen through a picture like the ones 
used in the opening video of the NASA scientist, or it could be 
illustrated in a graph, in a table, or with a model. Using visual 
aids during a presentation can have a big impact if they are used 
well. This chapter will examine different types of visual aids and 
discuss methods for creating and utilizing them effectively. 


Cognitive Theory of Multimedia Learning 


Before we can begin to discuss how to develop and use a visual 
aid, it is helpful to think about how we learn information. One 
theory that can shed some light on this topic is the Cognitive 
Theory of Multimedia Learning. This theory claims 
that we learn more effectively through words and pictures or 
visuals. Words alone are not as effective as words and visuals 
used together. 

However, it isn’t as simple as that. We can’t just add a series 
of visuals to our presentations and hope that we will be more 
effective. There are three underlying principles that support this 
theory and should guide visual aid construction. First, people 
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have two channels that they can access when processing informa- 
tion. One of these channels is for processing verbal or auditory 
messages, and the other is for processing visual messages. Second, 
each of these channels is limited in its capacity.' This means that 
these channels can be overloaded if we simultaneously present 
too much information in one or both of these channels. ‘Third, 
we process information in an active way. Meaning that we select, 
filter, and organize new information in relation to information 
we already know. 

So according to the Cognitive Theory of Multimedia 
Learning, when we attend a presentation, there are five things 
that happen as we process the information:! 


We select relevant words for processing. 

We select relevant images for processing. 

We organize selected words into a verbal model. 

We organize selected images into a pictorial model. 

We integrate these verbal and pictorial models with each 
other and our prior knowledge. 


oe SS 


Because we are limited in our processing capacity, it is 
important that we think about this process as we design our 
presentations. Consider the many ways that we could lighten 
the cognitive load for our audience. The process of selecting, 
organizing, and integrating is complex. In addition, many of 
our audience members may be listening to our speech 
in a second language that is not their native or first 
language. This challenge adds even more com- 
plexity to processing. Plus, the information that 
many of us are addressing in our presentations 
is complex in nature—again adding to the 
cognitive load. Attention to load becomes 
extremely important when we think about 
designing visual aids. So, how can we design 
and present visual aids in ways that make it 
easier for our audience to process our main 
ideas? The following section provides some key 
guidelines for designing visuals that will have the 
most impact. 
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General Guidelines for Designing 
Effective Visuals 


Keeping in mind what we have learned about the Cognitive 
Theory of Multimedia Learning, we can use the following 
guidelines to help create effective visuals.* 

Regardless, of what you are developing (i.e., chart, graph, 
model, picture, etc.) the following guidelines should be utilized 
to produce the most effective graphics that audiences can eas- 
ily process. 


1. Never divide your audience’s attention. Don’t combine a lot 
of text and a graph or image on a single slide. ‘This overloads 
the visual channel and makes processing difficult for your 
audience. Present the graph or image and explain it with a 
verbal narration. 

2. Visuals should be simplified. Eliminate any interesting but 
extraneous material in your graphic. This means that pre- 
made graphs and charts published in research articles aren’t 
good choices for visuals. These are too small and usually 
have too much information and text on them to be effective 
in an oral presentation. It is easy to take the data and create 
a new table or graph that is easier for your audience to read 
and process. 

3. Signaling is highlighting key parts of a chart, visual, or model 
for your audience. Research shows that highlighting import- 
ant aspects of a visual with color, arrows, or any other type 
of marker helps your audience focus on the important details 
that are vital to understanding your message. This prevents a 
graphical element from overwhelming your audience.” 

4. Graphics and brief explanatory text should not be separated. 
Although text should be limited, if it is necessary to explain 
part of a visual, make sure the text is close to the element it 
describes. 
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5. Divide your information when possible. Don’t put everything 
in one chart or on one slide. Audiences are better able to pro- 
cess your information when it is presented in small pieces. 

6. Explain your visuals as you present them to your audience. 
Sometime speakers rely on the visual to communicate every- 
thing. It is easier for the audience to process any visual aid if 
the speaker adequately explains it while it is presented. 


Before we start to apply these findings from the theory, it 
is important to note that visuals aren’t always necessary in a 
presentation. As a speaker, it is extremely important that you 
consider where you need extra support in the form of a visual 
aid. If you don’t need it, don’t use it. Presentation aids are hard 
to construct well, and it takes practice to deliver a presentation 
effectively with visuals. So, don’t use gratuitous visuals. If they 
enhance your message, provide a sense of vividness that you 
couldn’t achieve with words alone, and/or help your audience 
understand better, use them. If they don’t, leave them out. 
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Creating Effective Slides oe 
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Most likely you will be expected to develop presentation slides for =e 
talks or speeches you deliver. Slides are the most common type 8 8 


of presentation aid used because software has made them so easy 
to produce. Because they are the most popular, they are also the 
most misused. There are two primary problems with presenta- 
tion slides that are produced from software like PowerPoint and 
Keynote. First, many people throw text on slides and simply use 
these slides as their speaking outline and claim they use presen- 
tational aids. However, as you have read earlier in this chapter, a 
text heavy slide is not effective and can actually impede learning 
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and cognitive processing for your audience because the audience 
reads the slide instead of listening to the speaker. The slide in 
Figure | overwhelms the audience with text. 


Figure 1 


Three-Factor Authentication 


* Three-factor authentication increases security by combining three 
different sources of information: 
* One type of information is something you know, most commonly a password. 
* The second type of information is something you have, such as a security fob, 
or a single use verification code sent to something you have, like your smart 
phone. 


* The third type of information is something you are, biometric information, 
such as a fingerprint or retina scan. 


* By combining all of these together, we can increase security beyond 
what any one or two pieces of information alone can provide. 


This slide has a phrase headline instead of an assertion/sentence, 
and it has too much text. Slide software programs encourage this 
type of slide. So, it is important to think about what you are 
putting on the slide. Don’t fall prey to a template. 


A second issue with these slides comes from the software that 
we use to create them. PowerPoint and Keynote have been 
criticized heavily for their reliance on templates.’ These tem- 
plates tend to use headers and bullet points to organize and guide 
the layout of material. ‘The relationship between the ideas on the 
slide is not clear when bullet points 
are used. What you have 1s just a list 


of ideas, terms, etc. The audience The relationship 
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can’t see how pieces fit together. This between the ideas 
is extremely important when audi- on a slide is not 
ences are learning material for the clear when bullet 


first time. As the Cognitive Theory of 
Multimedia Learning explains, we 
are always trying to integrate new 
material we have just learned with our existing knowledge. If 
these relationships aren’t made clear to us, it becomes more 
difficult. See the example slide in Figure 2. The bullet list simply 
provides a list, but the audience can’t tell how these items 
fit together. 


points are used. 
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Figure 2 


Three-factor Authentication 


*Three types of information 
* A password 
*A code or fob 
* A biometric 


This slide uses the bullet template, and it fails to describe the rela- 
tionship between these ideas. In addition, the phrase headline 
does little to explain the point of the visual aid. 


In order to avoid some of the problems associated with the 
default templates provided by popular software packages, we 
advocate using the Assertion—Evidence Method for building 
slides. This style of building slides was first used by managers 
at the Lawrence Livermore National Labs.’ They rolled out this 
method at an industry conference and blew everyone away, and 
others in their industry soon adopted the method. It is now the 
design structure of choice in STEM industries and has utility in 
other areas as well. 

The Assertion—Evidence Method asks the speaker to use 
visual evidence along with a full sentence headline to tell their 
story. That is the key thing to remember as you begin to use 
this method. 


The Assertion-Evidence Method 


As an overview, the Assertion—Evidence Model begins with a 
single sentence headline with no more than two lines at the top 
left of the slide. This headline makes an argument, assertion, or 
key insight in the presentation. The bottom of the slide follows 
up with visual evidence to support that headline. This visual 
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evidence can be a photo, drawing, diagram, chart, graph, film, 
equation, or table. Figure 3 (on page 250) provides an example 
of the Assertion—Evidence Method that this book advocates. It 
improves upon the slides shown in Figure | and Figure 2 by 
simplifying the language, making a statement about the topic, 
and providing visual evidence that supports the headline. The 
following sections cover the specifics of how to create a headline 
and the corresponding visual evidence. 


The Headline 


The headline is a complete thought or assertion about a point 

in your presentation. It is not a phrase, and it is written as a full 

sentence. It is also a declarative statement and should not 

ehare . be written as a question. The headline identifies an 
insight, a feature, or a result that the visual then 

bi | li i re) n & supports. The slide just gets you started. It is up 
to the speaker to add the rest of the story in their 

a \) —/ Q, narration or speech. The method advocates 
L simplicity. Slides should only contain what is 


cin 8 essential, while the speaker fills in the detail 
ocks _ with their verbal message. 

o ss The Assertion—Evidence Model recom- 

aC fal mo Ce mends that the headline be no longer than two 

lines. Research on this method has found that 

ews us sW when text is more than two lines, more than half 

cio" the people in a room fail to read all of it. However, 

‘e 7 most of the people in the room report reading the 

Oo» lines when they are only one or two lines long.” Typically, 

headlines should use 28-point font. PowerPoint headers use 

44 point font. You will find it difficult 
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to write a meaningful headline that The Assertion- 
is only two lines with font this large. : 

28-point font is usually large enough Evidence Model 
the see from the back of the room.* recommends that 
The font Calibri is highly recom- the headline be 


mended by technical artists for use th 
on headlines. It is narrow and allows My anger an 
more blank space along its edges, two lines. 
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making it easier for audiences to read. If you prefer to use a dif- 
ferent font, just remember that it should be sans serif.* This is a 
font without feet or curls at the bottom. Sans serif fonts are easier 
for an audience to read. 

Place the headline in the left corner of the slide. People from 
western countries read from left to right, and eye tracking 
software indicates that they usually begin at the left when a 
reading slides, webpages, etc. PowerPoint typically 
centers headers, which slows an audience down. 
As a speaker, you want to make everything as 
easy on your audience as possible so that they 
can focus on your message. A 

Headlines in all capital letters are more 
difficult for audiences to read. Title case 
headlines (This Study Indicated ...) also slow 
audience reading time and take up valuable 
space. Capital letters take up to 35 percent 
more horizontal space. This will make it harder 
for you to fit your headline on two lines. Use sen- 
tence case for the headline (‘This study indicated 
...). It’s the easiest to read and provides the most real 


0) 
estate for your headline.’ is 
$5 
re = 2 
igure or 
59 
2G 
Three-factor authentication increases security by combining something you => 
know, with something you have, with something you are _ = 
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Something you know 


Something you are 


Something you have 


This slide demonstrates the Assertion—Evidence Method for build- 
ing slides. This slide makes an assertion and has visual support. 
You can also see how it improves on the previous two slides in 
Figures | and 2. 
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The Visual Support 


Once you have decided on a headline, it’s time to consider your 
visual support. As mentioned earlier, the visual support to your 
headline can take the form of photos, diagrams, movie clips, 
equations, charts, graphs, or tables. You can be as creative as you 
want in terms of using visual support.’ In the section that follows, 
we cover a few things to consider when designing your visual. 


Photos 


Photos can have a big impact on a presentation. They can elicit 
emotion from an audience and be instrumental in telling a story. 
However, the photo should be important to telling your story. 
It shouldn’t be just for decoration or entertainment. The photo 
should have a purpose in advancing your message. 

When choosing photos, make sure they are high resolution 
and easy for the audience to see. Remember, they will be dis- 
played by a projector that is much lower in resolution. Check the 
quality of the photo as well. Photos that are too light or too dark 
can’t be seen well by your audience, and a projector may exac- 
erbate these issues. 

Be ethical in your use of photos by providing citations and 
giving credit to the photographer who took them. While it is fine 
to enhance your image with editing 
tools for quality, it is not ok to edit a 


photo to show something that didn’t Be ethical in your 
really happen. Make sure that your use of photos by 
photo really depicts what you are providing citations 
claiming it depicts. as : 
Don’t settle on the first picture and giving credit to 
you find. Keep looking until you the photographer 
discover the right one that enhances who took them. 


your message. Sometimes we get 

lazy when looking for visuals for our 

slides. Your visual is as important as your verbal message, so 
don’t underestimate the importance of your slides. Make sure 
you have the right photo to make the point you hope to make. 
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Never use a photo with a distracting watermark. Watermarks 
are there to protect the owner of the photo from copyright 
infringements. Even for a classroom presentation, you should not 
display a photo with a watermark. It is unethical to use someone’s 
property without paying for it. You can search Google Images 
with advanced features to locate copyright free images. There 
are also many sites that provide free photos for use; see the box 
below for other places where you can find free images. 


Sites for Free Images 


The following websites provide access to copyright free images: 
» Creative Commons provides all types of creative content, includ- 
ing pictures, music, and film. 
»_https://creativecommons.org/use-remix/pi 
» Pixabay provides access to images. 
»_https://pixabay.com/ 
» StockSnap 
\_https://stocksnap.io/ 
» Pexels 
»_ https://www.pexels.com/ 


As a rule, stay away from clip art. It usually appears unpro- 
fessional. Sometimes, it can be funny or clever, but it never 
enhances your credibility as a speaker. Unless clip art is directly 
associated with your topic, don’t use it. 
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Creating Graphs and Charts 


Many times, a chart or graph is the only way to 
present data to your audience. It seems like they 
should be easy for us to use, but they aren’t as 
easy to implement well in a presentation as it 
seems. One issue to consider is that the charts 
and graphs you find in written documents and 


on webpages are usually too detailed to be \ Zz 
useful for a presentation. They were designed ~ : 
for a medium that allowed the reader ample a Se & ; 
time to absorb details of the graphic’s message. / MY, 150% ue 
Once they are projected on the screen, the details —. 
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become too small for your audience to read. As a general rule, do 
not use graphs and charts that have been produced by someone 
else in your presentations. By taking the time to create them 
yourself, you can make sure that they communicate the message 
you want your audience to receive. You can implement good 
signaling and make sure that they are easy for your audience to 
process during your presentation. 

A thorough tutorial on building effective charts and graphs 
is beyond the scope of this book. ‘The following sections discuss 
the appropriate tools for telling specific types of stories using 
graphs or charts. 


Graphing Trends 


When the story you want to tell your audience evolves over 
time, you will want to use a line chart or graph. ‘These types of 
charts are good at describing trends demonstrating how things 
changed or did not change over a specific time period. The line 
graph is the most basic tool for describing trends over a specific 
time period. 

The major mistake that most people make when constructing 
a line graph is using too many lines. You end up with something 
that looks like spaghetti. It becomes hard for an audience to tease 
them apart when they are listening to a presentation. A good rule 
for line charts is to leave it to four lines. Any more than that and 
things get crazy and hard to interpret when projected.° 

Audiences from Western cultures tend to see lines that go up 
as positive and lines that go down as negative.® This is especially 
true when you have been talking about upward trends and then 
present data with a negative slope. Negative slopes or trends 
aren't always bad. Think about losing weight. Losing weight in 
reference to a new diet regime isn’t negative; it’s positive even 
though the trend line goes in the opposite direction or is nega- 
tively sloped. Some data visualization researchers suggest flip- 
ping your variable in this case.° Instead of graphing weight, track 
pounds lost, and your line will actually go up and be positive. 
This is positive association and is sometimes more comfortable 
for audiences and easier to process quickly. Figure 4 and Figure 5 
demonstrate this idea and show how you can easily flip the data 
to be more aligned with the audiences’ expectations. 
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Figure 4 


This slide shows a negative trend that the audience may associate 
with negative or bad outcomes. Even though this data is positive, 
the slope of the line may indicate otherwise for them. 


Figure 5 


This slide takes the same data as in Figure 4 but states it in terms 
that can be displayed using a positively sloped graph. So, instead 
of showing deaths going down, it shows survival rates going up. 
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Figure 6 


Educational Attainment in the US,2015 


™ Less than HS Degree 
= HS Degree 
® Some College 
© Associate's Degreee 
® Bachelor's Degree 
® Advanced Degree 

/ f. , 


The text on this pie chart is too small and far away from the 
chart itself. It’s hard to reconcile the text with the chart. This is 
an example where a different chart type would make a better 
option. 


Graphing Parts of a Whole 


If the story your data tells is parts of a whole, there are many dif- 
ferent ways you may choose to chart this for your audience. Let’s 
start with the most simple, pie charts. Pie charts demonstrate 
part of a whole and describe how that whole breaks out. So, you 
may look at a freshman class and then break down that whole 
by major. Maybe the freshman class has four different majors. 
When you have a small number of groups within a whole, a pie 
chart is an acceptable way to demonstrate that story. However, 
people can’t estimate very well past four segments. Once a group 
has more than four subdivisions, the pie chart isn’t very accurate 
at depicting those relationships. That is because we aren’t very 
good at judging angles. So, you end up with multiple segments 
that have to be labeled in order for an audience to get the sense 
of what the data means. Some data display experts argue what’s 
the point of the graph if it has to be so heavily labeled? It might as 
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well be a table at that point.° Experts assert that if you have more 
than four segments in a pie chart, you should use a stacked bar 
chart instead. ‘The bottom line is this: if you can pull something 
meaningful out of your pie chart without labels, use it. If not, 
consider something else. 

A bar chart is a good substitute for a pie chart if you have 
too much data or segments. 

People can compare lengths better than angles, so stacked 
bar charts are better ways for audiences to visualize your data.° 
The drawback is that people fail to recognize that they are part 
of a whole. You can demonstrate this with a simple trick in Excel 
where you switch columns and rows to arrive at a chart that 
uses the block or rectangle as a whole rather than a circle. Then 
it becomes easier for your audience to visualize how that data 
makes up the whole.® You can actually get around two issues. 
You address the angle issue with pie charts, and your columns 
allow an audience to visualize the data as part of a whole. 
Figure 7 demonstrates this. 


Figure 7 


Educational Attainment in the U.S., 2015 


Less than HS Degree HS Degree Some College Associate's Degreee Bachelor's Degree Advanced Degree 
11.6% 29.5% 16.6% 9.8% 20.5% 12% 


This slide takes a stacked bar chart and turns it on its side to 
demonstrate the bars are part of a whole. This is an alternative 
to a pie chart and stacked bar chart for demonstrating data that 
is part of a whole. 
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A Heat Map 


Another way to tell a story when you are describing parts of a 
whole is using a map. Geolocation is more and more important 
in our everyday lives, and it can communicate graphically how 
trends move across a space. Heat maps are particularly well- 
suited for demonstrating things geospatially. Although you can 
find heat maps online to use in your presentations, you can build 
your own, and similar to graphs you make yourself, they are 
easier for your audience to follow. The benefit is that you can 
tailor them to your own needs, and they will focus just on the 
area that is essential to the story your data is telling. 

You can actually install an app from Office for Excel, and you 
can build some simple maps that way. There are easy tutorials 
all over the internet that can help you build your own heat map. 
You can also download PowerPoint files of editable maps and use 
PowerPoint to create pictures of data and demonstrate spatially 
how it is spread throughout a geographical space. Maybe you 
want to show how income or education is distributed or how 
industry is concentrated in a particular region. Using these maps 
allows you to customize and make a strong visual argument for 
your audience. 

Effectively designing useful charts, graphs, and maps is 
important, but presenting them is just as important. It takes 
time to let the audience absorb the information in your graphs 
and charts. Make sure you allow sufficient time to work through 
graphs and charts and all of their elements in your presentation. 
There is a reason you choose to include them, so make sure your 
audience has time to process them. 


Video 


Sometimes, the only way you can communicate your message is 
through a video. What is important here is that it works when 
you pull it up. You don’t want to wait for the video or play a 
commercial. You have many choices on how to upload or embed 
a video in PowerPoint. Some of these options allow you more 
control over the video and how it appears in your presentation. 
If you will not have an internet connection during your pre- 
sentation, you will want to take a screen capture of the video 
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and upload it that way. There are many tutorials online that 
can easily teach you how to upload a video to your PowerPoint. 
Just make sure that it is ready to go when you are, and that the 
method you choose fits your circumstances. 


Using Color 


Be thoughtful as you think about the colors you want to use on 
your slides. Use either a dark type against a light background or 
a light type against a dark background. Color can have different 
meaning for different cultures. So, it is important to consider this 
when choosing your palate for your slides. Warm colors such as 
red, orange, and yellow are unsettling for Western audiences. 
Blue is a universal color and preferred across many cultures. 
Other positively rated colors across cultures include green and 
white.’ If you are presenting in another part of the world, it is 
important that you consider the colors used in your presentation 
and check for cultural meaning and preferences. Once you have 
selected a color palette, it is important that you ensure it can 
easily be seen once projected. 

Color can be a powerful tool in terms of signaling on a graphic. 
You can use color to highlight certain aspects of examples. 


Figure 8 


Transport proteins in the membrane function to move other 
substances in and out of a cell 


Transport Protein 


We highlight an aspect of this figure to draw the audience to the 
most important aspect. 
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In Figure 8, we highlight an aspect of this figure to draw the 
audience to the most important aspect. We used a transparency 
feature to send the rest of the graphic to the background so that 
the audience only focuses on the essential elements in the visual 
that we have highlighted. Color can also help audiences follow 
a pattern and point out important aspects of photos. It can also 
be instrumental in graphs, as it highlights the essential argument 
that a speaker may want to make. 

Templates that use patterns or wild backgrounds should be 
avoided. These obstruct the audience’s view of your graphics 
and can make your visuals more difficult to interpret. ‘The slide 
should contain as much free space as possible so that you have 
plenty of room to design your slide. Slides that use templates 
with big arrows and stripes waste precious design space. You are 
better off starting with just a plain slide with a single background 
color when using the Assertion—Evidence Method.* 


Leave Room for Your Elements to Breathe 


It is important that the different elements on your slides have 
enough room. If they are crowded together, it becomes difficult to 
read and interpret for the audience. See Figure 11 on page 272. 
The image along with the text allows “breathing” room around 
each element. This makes it easier for the audience to see. 


Use Supporting Visual Graphics Ethically 


Graphs and charts can easily be manipulated to show exagger- 
ated patterns or relationships. Make sure that your graphs 
accurately represent the data that 
you have to share. Sometimes mis- 


representation of data is an honest Graphs and charts 

mistake, and sometimes people pur- can easily be 

posefully manipulate the visualiza- . 

tion of data to mislead an audience. manipulated to 
One easy way to mislead an show exaggerated 

audience is to use the effects that patterns or 

software provides for making charts relationships. 


3-D. Research shows that we are 
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bad at determining volume. All 3-D effects use volume and 
that makes it difficult for an audience to evaluate that type of 
chart.° So, avoid using any of the 3-D effects that come with your 
software packages. 

Another way a chart can mislead an audience is not starting 
the axis with zero. This can make the length on bars deceptive. 
Look at Figure 9. The difference between the bars of columns 
on this chart isn’t very significant, but because the axis does not 
start at zero, the difference between the two looks exaggerated. 
Figure 10 displays the data more ethically and accurately. 


Figure 9 


5-Year Colorectal Cancer Survival Rate 


United States Comparable Country Average 


This slide exaggerates the difference between these two bars 
because the axis does not start at zero. 


Pictures and graphics can be very emotionally charged. 
Make sure that you don’t go over the top in terms of emotion 
when using a visual. For example, you can deliver a very emo- 
tional presentation on animal rights, whether you are discussing 
the treatment of horses in racing environments or dogs at the 
Yulin Dog Festival. However, showing graphic images of these 
abuses is overwhelming for an audience. Think about a visual 
and how it might impact an audience before you incorporate 
it into your presentation. If it arouses too much emotion, it 
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probably isn’t ethical to use. Ask friends and colleagues for their 
feedback before using something that might make your audience 
extremely uncomfortable. 


Figure 10 


5-Year Colorectal Cancer Survival Rate 


United States Comparable Country Average 


This slide starts at zero and displays the data more accurately. 


Ethics of a Viral Photo 


The use of the polar bear picture that opened this chapter 
set offa firestorm of debate. We often hear about global 
warming in the media and the impact it will have on 
our environment. We hear stories of how our coast- 
lines will change, how the weather will become 
extreme, and how all of this warming will affect 
wildlife and agriculture. Regardless of where 
you stand on this issue, the changes that are 
predicted to occur seem sort of abstract. How 
will these changes actually materialize? It’s 
hard to imagine what these changes will look 
like and just what kind of impact global warm- 
ing will have. 
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Ethics of a Viral Photo (continued) 


In early winter of 2017, a photo hit social media that provided a 
window into this possible future. A National Geographic photogra- 
pher, Paul Nicklen, posted a picture of an emaciated polar bear to 
Instagram and that post went viral.® The world had heard about the 
plight of the polar bear due to melting sea ice, but this picture made 
it real. Through this post, a global audience could see, first-hand, 
what it looked like for a polar bear to be trapped with no source of 
food. They could see the emaciation, the boney frame, and the 
despair in the bear’s eyes as it searched for food. The photographer 
said he wanted “to make a scientific data point something real,”® 
and this picture did just that. 


The photo allowed the world to see, first-hand, what climate change 
means for wildlife. The audience was able to empathize with the 
bear and other creatures that may be impacted by a warming cli- 
mate. The story of this polar bear would not have been so impactful 
if the audience had not also been presented with the photograph. 
The old adage, “a picture is worth a thousand words” was definitely 
true in this case. It made many people engage in a conversation 
about global warming and its impact. 


The story, however, doesn’t end 


: here. Many critics joined the 

The story of this discussion to argue that the pho- 
polar bear would tographer didn’t know the reasons 
for the bear’s demise. It could have 

not have been been starving due to disease or its 
SO impactful if age. Others called the picture a 
: public relations ploy and argued 

the audience had that the photographer behaved 
not also been unethically by posting this picture 
: while implying that it could be 

presented with due to global warming without fully 
the photograph. understanding or explaining the 


context. Critics complained that a 
single bear and its story is simply 


not enough evidence to draw any type of conclusion.? What do you 


think about the picture and the context in which it was framed? 
Was it ethical for the photographer to use the image in the way 
that he did? 
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As discussed above, there are many ways to support your 
headline visually. When constructing a slide, remember to keep 
these tips in mind, and you will create a visual aid that will 
communicate the message that you intend. 


Benefits of the Assertion-Evidence Method 


As previously mentioned, the Assertion—Evidence Method for 
slide development has many benefits over the templates that 
come with popular software. First, the amount of text on your 
slide will be limited, so you won’t be tempted to read your slides 
to the audience. We learned earlier in the chapter that reading 
text to an audience impedes the audience’s ability to process the 
information because of the competition between the auditory 
and visual input systems. This method alleviates this problem. 

We know that this method for slide construction increases 
audience’s recall of the material covered on the slide. Your audi- 
ence will actually remember more of your presentation when you 
use this method.° 

There is also evidence to suggest that the Assertion—Evidence 
Model allows the presenter to gain a better understanding of their 
own information. So, this format actually helps the presenter see 
connections within their own material that they otherwise might 
not have noticed. Being more comfortable with your material 
will just enhance the overall presentation."° 


This is an interesting clip of President Trump making a point with a 
visual aid. The visual aid he uses is not one that is typically used in a 
formal presentation. What do you think of his choice of visual aids? Do 
you think it was effective? Why or why not? 


C-SPAN 


i 


CSPAN 


https://cs.pn/2XCYW7W 
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General Guidelines for Presenting 
Visuals Effectively 


Creating effective visuals is one piece of the puzzle, but you must 
also be effective at presenting with them. The following section 
provides some tips that can help you use visuals more effectively 
during your presentation. 


They Take Longer to Create Than You Think 


Effective visual aids take longer to design and create than you 
think. They aren’t a last minute detail that you can throw 
together the night before your presentation. Think about what 
you are tying to communicate. What point should the visual 
make? Once you have a clear direction, design them following 
the guidelines discussed previously. Create them, then get 
feedback from your friends and colleagues. Find out 
what areas might need clarification. Finally, test 

them from the perspective of your audience. 

This process is a long one, so make sure you 

allow sufficient time to create an outstanding 10% 
visual aid. 
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Slow Down When Presenting 
Graphs and Charts 


Take a breath and slightly slow the pace when 
presenting graphs and charts. It is important 
that you explain what is on each axis and thor- 
oughly describe the rest of the graph. Slow down 
your rate of speech and pause as you move through the 
explanation so that your audience can completely understand 


40% 
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the graph and absorb it. It is never a good idea to just flash a 
graph at your audience. They need time to absorb the material 
it was designed to present. 


Know How to Use Your Clicker 


If you use a remote clicker/slide advancer, make sure you are 
familiar with how it works before you begin your presentation. 
It is usually better to use your own so that you can practice 
in advance. However, you may face a situation where you 
need to borrow one from someone. Make sure you figure 
out how it works before the presentation begins. If you yell 
out during the presentation with something like, “How do 
you work this thing?,’ it will detract from your credibility. 


In this clip Bill McKibben, author and co-founder of 350.org, delivered 
a keynote address at a climate change conference at the University of 
California, Irvine. As you can see in this clip, he could not get the slides 
to advance. These things happen when we make presentations. He 
recovered quickly after getting some assistance. However, how might 
this situation have been prevented? How do you think he handled the 
challenge? What if there had been no one to fix the technology? What 
would you have done if faced with this situation? 


C-SPAN 


BILL McKIBBEN 
3 


https://cs.pn/2ICUGik 


Present the Visual Only When Discussing It 


A presentational aid should only be visible while you are talking 
about it. Once you move on to another idea, you should blank 
the screen or remove the item. Presenting a visual of something 
that you are no longer talking about can be distracting for an 
audience. They may focus on the visual instead of your talk, 
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and you always want to be the center of attention. ‘The “appear” 
function in PowerPoint can also help in this regard. With the 
appear function, you can uncover only part of the slide and build 
to the conclusion. 


Using Video 

Video is like any other visual aid. Cite it unless you created it 
yourself. Make sure that you set the video up for your audience. 
You never start a video or end a video without an explanation. 
You want to explain what is coming so they can prepare for it, 
and you want to explain what they saw and how that fits with 
the presentation after the video concludes. 


Cite Your Visuals 


If you use a visual someone else created, you must provide a 
citation. Put the citation in small font at the bottom of the slide 
or poster. Sometimes it may be relevant to tell an audience where 
the visual is from, but you do not need to cite it as formally as 
other references in the presentation. 


Rehearse with Your Visuals 


It is harder to deliver a speech and manage your visuals than you 
think. It takes practice to move through it smoothly. If possible, 
practice in the venue in which you will speak. Practice using and 
explaining the visuals. Go out into the audience and see how the 
visual aid will look once projected. Sometimes they look fantastic 
on our computer screen, but they look very different once they 
are projected. Make sure you know what your audience is going 
to see, so you aren't surprised during the presentation. 


You Are the Main Event 


Sometimes, we forget that we are the main event when delivering 
a presentation. The audience came to see you, so make sure you 
are front and center and don’t hide behind your visual aid. Look 
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at the audience and make eye contact while you present your 
visual aid. Don’t read slides to them, and let the visual simply 
enhance what you are saying. 

Keep these guidelines in mind as you prepare for your pre- 
sentation, as they can help you make an impact on your audience. 
Delivery is important, and you don’t want to lose credibility with 
your audience just because the presentation of the visuals doesn’t 
go smoothly. 


Creating Effective Posters for 
Poster Presentations 


Sometimes, the visuals that you are asked to make aren’t pre- 
sented as part of a traditional presentation, but are presented 
in what is called a poster session. If you aren’t familiar with 
poster sessions, they look like something similar to a science fair, 
but the posters and presentations are usually a bit more polished. 
A poster presentation combines a narrative, graphics, and an oral 
presentation.'’ The appendix talks more about the oral aspect of 
a poster presentation, so we are only going to address the poster 
and its design in this chapter. 

We all think it is pretty easy to throw some ideas up on a 
poster, but it is actually much more complicated to deliver a great 
poster. If it is done well, a poster effectively communicates your 
ideas visually while engaging your audience in a conversation 
about your ideas or research." Typically, in a poster presentation, 
there are times when you will not be at your poster to explain 
it to your audience. So, many times the poster has to speak for 
itself. That is asking a lot from a single visual. 


. Anderson 
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Although posters are a unique type of presentation, they 
should still follow the guidelines for effective presentational aids 
presented at the beginning of this chapter. ‘They should tell the 
story of your research or design project. In the following section, 
we outline some important things to consider when designing 
a poster. 


Poster Layout 


Make sure that the flow of your poster is intuitive for your 
audience. Most modern languages are read from left to right, 
so it makes sense that your poster should flow that way. If you 
are presenting at a conference where the audience will be used 
to other patterns of movement, provide 
cues or graphics to direct them through 
Make sure that your material, like arrows to guide 
the flow of your them through the poster. 
poster is intuitive Although the abstract is central to 
for your audience. the story you are trying to tell, don’t use 
the limited real estate that you have on 
the poster to post the abstract. If you 
are part of a conference, abstracts will be posted in the confer- 
ence program or proceedings. You can also print the abstract on 
a hand-out that you provide for the audience. 


Poster Text 


All posters should have a succinct title that communicates the 
main message of what you are presenting. The rest of the text 
on the poster should be minimal, and it should be placed close to 
any corresponding graphic. The font you choose should be easy 
to read and consistent throughout the poster. Headings should be 
bold and uniform so that the audience can easily move through 
your ideas and know exactly where they are in your story. In the 
following paragraphs, we list the common headers and discuss 
key strategies for implementing them well. 
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Sections or Headers on a Poster 


Title 


The title is very important in a poster session because it will 
attract your audience to your poster. As people pass posters, they 
scan titles and choose those that are catchy for closer examina- 
tion. Your title should also encapsulate the main idea of your 
presentation. Consider these two titles: 


\ “The correlation of humidity and diagnosis of joint pain 
among older adults” 

\ “No relationship found between rain and joint pain for older 
adults” 


The first title is fine, but it fails to tell the entire story. The 
second title tells your audience what you studied, among whom, 
and most importantly, what you found. 

First, make sure your title tells your entire story in a clear 
and succinct manner. 

The words you choose for your title are important, but how 
you present them on your poster is equally as important. Your 
title should be easy to read for your audience. That means it 
needs to be simple and large enough to read from several feet 
away. To ensure it is easy to read, begin with a san serif font. 
This means a font that doesn’t have feet or curves at the bottom 
of the letters. Sans serif fonts are easier for audiences to read at 
a distance. 

Second, use sentence case rather than title case or all CAPS. 
The sentence case is easiest for audiences to read." 


\ This is sentence case. 
\ This is Title Case. 
\ THISIS ALL CAPS 


Finally, titles should be somewhere between 144 and 256 font 
points. Test your title out to see if you can see it from two feet 
away easily.” 
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Introduction/Background 


The background provides enough information to situate your 
project within the larger research landscape and help your audi- 
ence understand your poster. In a paper, this section is typically 
several paragraphs. On a poster, it should be four to eight sen- 
tences. Use figures and graphics to replace words when you can. 


Hypothesis/Research Questions/Goal 


This is the element that drives your entire project. So, make 
sure that you clearly communicate your guiding question on 
your poster. Sometimes in papers, we have multiple hypotheses 
or research questions. In the poster, you may decide to cover 
just one or some of these. Whatever you decide, make sure the 
hypotheses or questions are clear for your audience. 


Methods 


The method section tells your audience how you did what you 
did. ‘This is an important aspect for your audience to understand. 
Again, it is important to remember that this is not the paper, 
so you do not need to be as detailed as you are when writing. 
If there are ideas that you can communicate with graphics, use 
them in order to keep this section from getting too wordy. 


Results 


Your research project or study will probably contain more than 
one result. Be specific about each finding and use graphics, 
charts, and tables rather than descriptive text to keep this section 
from becoming overwhelming. 


Conclusions 


In this section, you succinctly summarize your results, and you 
will answer the big “so what” questions. Now that we know this, 
what does that tell us about what you are studying? How do these 
results change or reinforce what we already knew in this area? 
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References 


If there are key references that guided your research, list them 
but do not provide a large list of sources or provide a complete 
bibliography. ‘Three key references are enough. If you do choose 
to use some references on your poster, use a smaller font size and 
consider placing them at the bottom. Remember, there is usually 
a paper that will accompany a poster, and the bibliography will 
be presented there. You can also provide a bibliography on any 
handouts you give at your poster session. 


Acknowledgments 


If you received help or assistance from anyone to 
conduct the research or present the poster, it 1s 
important that you give credit at the bottom of 
the poster. If you received funding from some 
agency or school to conduct your research, 
make sure you acknowledge them at the 
bottom of the poster. Sometimes research is 
conducted as part of a course; acknowledge 
that and any help you may have received from 
a faculty mentor. If you had any assistance 
/ from others to collect or analyze data, it is 
important to mention that here as well. As with 
the references, use a smaller font, and put it at the 
bottom of the poster. 


Poster Graphics 


Borders 


To help your audience process your poster, it is helpful to 
place each section in its own box or border. Borders will help 
your audience distinguish between the various sections. Look 
at the example in Figure 11. You can easily see each section, 
and you know exactly where it begins and ends. These visual 
cues help audiences work through the material and process it 
more efficiently. 
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Figure 11 
The title of your poster should be meaningful and 
succinct 
ABSTRACT | METHODS erwerees 
Mile proectanighigie ir tnange || edt | tate nt yeu Secamporeses 
te 
Provide reievant background information providing Resutts should be clearty stated and illustrated These 
rational for project in two to three sentences. Provide “will often correspond to your stated hypotheses. 
illustrative graptuc, @ relevant. to help summarize this 
intormation. Leman een are 
i = = = - 
a es || a 
a —_ 
= ____. 


‘Results should be cheary stated and lustrated. These wl 


‘omen correspond to your stated nypomeses. 


HYPOTHESES/RESEARCH 
QUESTIONS 


Hypothesis 1 CONCLUSIONS 

Hypothesis 2 af 

Hypothesis 3 + Briefly summarize your major findings: 
* Conclusion 1 


* Conclusion 2 
Conclusion 3 


This is an example of a poster with all the headers and sections. 
Notice how each section has ample room around it to make it 
standout to the audience. 


Surround Your Sections with Free Space 


Each section of your poster should be surrounded with “dead 
space.” This means that you give each of your sections space 
around it to breathe. You don’t want sections touching each 
other. This crowds the poster, and it becomes hard for the audi- 
ence to read. 


Glossy vs. Matte Prints 


Although glossy paper enhances the color contrast on posters, 
it is more expensive. It can also be harder to read if there is a 
glare. Most posters are presented in rooms with overhead lights 
that aren’t too bright, so it should be ok. However, if you are pre- 
senting outside on a bright day, the gloss could be problematic. 
So, consider these choices when printing your poster. 


272 Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


Visual Communication Chapter 9 


Chapter Summary 


This chapter provides some guidelines for creating and using 
visuals well during your presentations. The Cognitive Theory 
of Multimedia Learning provides a good set of premises to use 
for creating visual aids. These guidelines assure that you don’t 
overload the processing capabilities of your audience. If you 
decide to use a presentation aid in your presentation, it cannot be 
an afterthought. You need to plan and use the theories outlined 
in this chapter. The Assertion—Evidence Method can have a big 
impact on your audience and affect how they process, learn, and 
remember what you had to say. Regardless of what type of visual 
aid you use, you must rehearse with it and become comfortable 
using it during your presentation. 
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The Persuasive Process 


Objectives 
After this chapter you will be able to: 


\ Define persuasion. 

\ Identify the three targets of persuasion. 

\ Explain the psychological process of persuasion. 
» 


Understand the major components of the persuasive theo- 
ries presented in this chapter. 
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re [m] In recent years, the issues of concussions, brain 

=, iyuries, and chronic traumatic encephalop- 
athy (CTE) among athletes have been given 
more attention as additional information 
about the lasting impacts of head trauma has 
been discovered. ‘The increased attention to 
the issue has led to debate about the safety of 
sports at all levels, from youth leagues to the NFL. Like many 
issues, people have a variety of opinions about the seriousness of 
the problem, as well as what should be done about it. In 2014, 
Ben Utecht, former tight end for the Indianapolis Colts and the 
Cincinnati Bengals, spoke at a Congressional Hearing, urging 
lawmakers to increase funding for brain-related research related 
to the impacts of and treatment for concussions and other forms 
of brain trauma. 


Eli: 


https://cs.pn/3lpOkLY 


As you watch his testimony, consider the following: 


\ What was Utecht’s persuasive goal? 
\ How did Utecht establish his credibility? 
\ What persuasive strategies did Utecht use to convince his 


audience to agree with his beliefs and attitudes about brain 
injuries? 


6/25/14 


a 


SPORTS & BRAIN INJURIES 


BEN UTECHT 

Former NFL Tight End 

Cincinnati Bengals & Indianapolis Colts, 2004-09 
, — 


Mr. Utecht 
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Introduction 


Persuasion is the process of influencing someone to change 
his or her beliefs, opinions, or actions through communication. 
We are constantly either trying to persuade or being persuaded 
about things small and large. For example, you engage in persua- 
sion when you try to convince your friends to go the new Italian 
restaurant for dinner instead of your usual Mexican place. In 
the work place, people use persuasion to sell products, pitch new 
ideas to management, ask for a raise, and get coworkers to buy 
into their ideas. While we are all very familiar with persuasion, 
as both the persuader and the one being persuaded, you may 
be less familiar with the specific techniques that can be used to 
increase the likelihood that your persuasive efforts are successful. 
In this chapter, we will look at the targets of persuasion, the 
psychology of persuasion, and the persuasive process. 


Ethics of Persuasion 


In contrast to informative speaking where your goal 1s to provide 
information to an audience to increase their knowledge, persua- 
sive speaking has a goal of enacting some type of change in your 
audience. Because of the goal of change, persuasive speaking has 
a higher ethical threshold than other forms of communication. 
When you are trying to change the way a person thinks or acts, 
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you have an obligation to argue your case with truth and facts 
and to be sure that you are not advocating that someone engage 
in behavior that could cause harm. 

Take, for example, Mark Blaxill, a member of the executive 
leadership team of the nonprofit Health Choice, an organi- 
zation that aims to raise awareness about natural ways 
to prevent chronic illnesses. In May of 2017, there 
was a measles outbreak in Minnesota. Blaxill 
spoke to a group of concerned parents, many of 
whom were Somali-American, about the out- 
break and encouraged parents not to vacci- 
nate their children despite the urgings of the 
Public Health Department. During his pre- 
sentation, he cited studies that have since 
been discredited that linked vaccinations to 
autism. By presenting incorrect and false infor- 
mation to parents who were rightfully concerned 
about their children’s well-being and safety, 
Blaxill was advocating for a position that could 
actually harm the children, as unvaccinated children 
were at a much higher risk of contracting measles. 
Additionally, as many in the audience were not native English 
speakers, there was a language barrier to their understanding. 
Parents who listened to what Blaxill was presenting were not 
really given the opportunity to make an educated decision based 
on facts and data, as they were not given factual information. In 
this case, Blaxill behaved unethically as a speaker and in the 
process put children’s health at risk.' In Chapter 1, you read 
about the importance of ethical communication and what you 
need to do to be sure you are communicating ethically. When 
your goal is persuasive, you need to use accurate and unbiased 
information to support your argument. Failure to do so can put 
your audience at risk. 
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Sometimes our persuasive goal is to change the audience’s beliefs about 
a topic. In this clip, Piper Kerman, author of the book Orange Is the New 
Black: My Year in a Women’s Prison, the book the popular Netflix series 
was based on, presents arguments about the negative impacts solitary 
confinement has on female prisoners. As you watch her speak, consider 
what beliefs she is targeting and how she builds her persuasive argument 
about the dangers and risks of this common practice. 


C-SPAN 


GSPAN2 HD 


ee 


https://cs.pn/21819Tq 


Targets of Persuasion 


When you are engaged in persuasion, there are three general 
areas that you can target: beliefs, attitudes, and behaviors. Being 
cognizant of what you are targeting can help you better develop 
your message. Beliefs are a person’s convictions of what 1s “true” 
or “false.” When you hear the terms true or false, you might 
think that when it comes to facts, there is no need for persuasion, 
as facts are facts. The reality is that people can interpret facts 
differently, which can lead to different beliefs. Additionally, not 
all beliefs that people have are rooted in facts and evidence. In 
the previous example, the speaker, Mark Blaxill, holds a belief 
that vaccines can cause autism despite evidence to the contrary. 
Persuasive efforts aimed at changing beliefs focus on getting the 
audience to accept or deny that something is true. 

Attitudes go beyond a person’s belief about the truth of 
something and are a person’s assessment of something as far as 
it being good or bad or right or wrong. An attitude is a person’s 
evaluation of a thing or idea. In the case of vaccines, a person 
might have an attitude that vaccines are bad, or that it is wrong 
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to vaccinate children. On the flip side, a person might have 
an attitude that vaccines are a good thing or that it is right to 
vaccinate children. 

Behaviors are the actions that a person takes. Of the three 
targets of persuasion, behavior can be the most difficult to change 
as behavior requires the most action from a person. It is one thing 
to have an attitude that regular exercise is a good thing, but it 1s 
another thing for a person to actually make the time to go work 
out. In many professional settings, behavior change is often the 
goal, whether you're a nutritionist trying to persuade clients to 
change their diets or a salesman trying to get a potential client 
to choose to do business with your organization. 

When you are thinking about persuasion, in addition to 
thinking about which factor you are targeting, it is also important 
to consider how a person’s beliefs, attitudes, and behaviors are 
linked. One’s beliefs often influence a person’s attitudes. In the 
case of vaccines, a belief that vaccines can cause autism will lead 

to negative attitudes towards vac- 
Cognitive cines. In turn, those attitudes will 
di . often influence one’s behaviors. If 

SUITES . people hold negative attitudes 

the psychological towards vaccines, they might opt not 
discomfort one to vaccinate their children or to delay 
feels when his/her 9 Y*CC!nan0n. 

z . In the inverse, one’s behavior can 
beliefs, attitudes, also influence attitudes and beliefs. 

and behaviors are For example, if I join a gym and 

not consistent. start to exercise, I may develop more 

positive attitudes towards exercise as 

a result of my behavior. I may also 

develop beliefs about the benefits of exercise if I experience them 

first-hand. Generally, one’s beliefs, attitudes, and behaviors are 

consistent. When they are not consistent, a person experiences 

cognitive dissonance. Cognitive dissonance, a concept iden- 

tified by psychologist Leo Festinger,’ is the psychological discom- 

fort one feels when his or her beliefs, attitudes, and behaviors are 
not consistent. 
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An example of cognitive dissonance can be found in the 
practice of using reusable bags rather than plastic bags when 
you are shopping. You may hold a belief that plastic bags are 
harmful to the environment because they end up in landfills. 
You may also hold an attitude that plastic bags are bad and 
that it is important to take steps to protect the environment and 
reduce the amount of trash in landfills. When you go to the store, 
though, you often forget to bring your reusable bags, so you go 
ahead and use plastic bags. When this happens, you might feel 
uncomfortable or guilty as your actions are not matching your 
attitudes about using reusable bags. When a person experiences 
cognitive dissonance, he or she will work to alleviate his or her 
discomfort. This can happen in one of two ways. People can 
change their attitudes or beliefs to be in line with their behavior, 
or they can change their behavior. In this case, you may either 
start to remember to bring your reusable bags, or you might 
change your attitude about how important using reusable bags 
really is. In persuasion, highlighting these inconsistencies when 
they exist can be a powerful way to motivate change. 

When you are attempting to persuade someone, it is import- 
ant to both identify your persuasive goal and the target of your 
persuasion. It is also important to know what the person or 
audience’s current beliefs, attitudes, and behaviors are. Imagine 
that you work in finance, and your goal is to get your audience 
to diversify their investment portfolios. If your audience has 
negative attitudes towards investment or beliefs that investing 
money 1s risky or that the best place to save money is in a tradi- 
tional savings account, your task of changing their behaviors 1s 
going to be difficult. In order to reach your goal, you will have 
to spend some time during your presentation trying to change 
their beliefs and attitudes before you can get them to take your 
recommended actions. 
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The Psychology of Persuasion 


Now that we know what persuasion is and what types of things it 
is trying to change, we will look at the psychology of persuasion 
and how the brain processes persuasive messages. As you know, 
not everyone responds to the same persuasive message in the 
same way, and some messages are more successful than others. 
Understanding how persuasive messages are processed and acted 
on can be very helpful in planning a persuasive strategy. 

The most important thing to recognize about persuasion is 
that it is a process. Sometimes the process is relatively short and a 
change can occur after just one message, but oftentimes, it takes 

multiple messages over a period of 
Generally, the time for change to occur. Generally, 


the larger the goal of your persuasive 
larger the goal of efforts, the more extensive your per- 


your persuasive suasive communication efforts will 
efforts, the need to be. 
more extensive In the early 1950s, a team of 


; researchers at Yale led by Carl 
your persuasive Hovland set about studying how atti- 
communication tudes change. Hovland had worked 

efforts will during World War II on efforts to 

need to be increase U.S. troop morale through 

: propaganda efforts and wanted to 

better understand what made some 

propaganda more effective than others. The initial efforts of the 

research team focused on three key factors that influence the 

persuasive process: the source of the message, the message itself, 
and characteristics of the person or people being persuaded.* 
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Out of the initial work of the Yale team arose the work of 


William McGuire who was most interested in what factors influ- 
enced the reception and rejection of the message by the audience. 
His research led him to develop the Yale Model of persuasion, 
which describes a six-stage process that message-receivers go 
through in the cases of successful persuasion when the persuasion 
is aimed to change behaviors.* The six steps are outlined here: 


Li 


Exposure—The first stage in persuasion is exposure to the 
message. This is the easiest step, as it just requires that the 
audience hear or see the message. This could involve an audi- 
ence being present for your sales pitch or seeing a politician’s 
campaign speech on television. 

Attention—Just because a person is exposed to a message 
does not mean that he or she does anything more with that 
message. The second stage of persuasion is when the audience 
pays attention to and considers the persuasive message. As 
we will discuss later, the level of attention receivers give to a 
message varies, and this level will have a profound influence 
on the next stage. 

Comprehension—This is the stage where the receiver pro- 
cesses the message and understands the arguments and the 
goal of your persuasive message. 

Acceptance—In the acceptance stage, a stage that McGuire 
also refers to as the yielding stage, the receiver accepts or 
agrees with the message. 

Retention—This stage is when an attitude, belief, or intention 
and desire to engage in the target behavior remains consis- 
tent. In some cases, a person may in the moment agree with 
a message but over time revert back to their original attitude 
or belief. The tendency for people to change newly developed 
attitudes and beliefs is one of the reasons that persuasive mes- 
sages might be needed to reinforce or strengthen them. 
Action—The final stage of persuasion 1s when the message 
target engages in the desired behavior. 
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As you can see, it becomes increasingly more difficult to get 
an audience to move to the next stage in the process. ‘This model 
also illustrates the link between attitudes and behavior and 
explains why behavior change is more challenging to achieve 
than changing attitudes. 

While this model is helpful in illustrating the process of 
persuasion, it does not provide information about what factors 
move message receivers through each stage. Additional work by 
psychologists and communication scholars provides more insight 
into this. After you are able to get an audience to pay attention 
to your persuasive message, the next critical stage is for that 
audience to process the message to gain an understanding that 
allows the receiver to evaluate the message. It can be difficult to 
get past the attention stage because people are constantly being 
bombarded with all types of messages. Your audience might sit 
in the room while you are talking but be distracted by thinking 
about a previous meeting that went badly or an upcoming project 
and not be able to pay attention to what you are saying. 

Because humans are exposed to so much input, they are 
frequently unable to fully consider and take in all aspects of a 
message. Because of this, the brain has developed methods to 
help people determine how much mental capacity to expend 
when processing a message. The Elaboration Likelihood 
Model (ELM) is based on the idea that there are two basic ways 
that people process messages: via the central or the peripheral 
route. When a person elaborates on a message, the message is 
processed via the central route. In the central route, a person 
carefully considers and evaluates the arguments and logical 
appeals in the message.” 

In contrast, when a person does not elaborate on a message, 
the message is processed via the peripheral route. In the periph- 
eral route, instead of carefully considering the logical content 
of the message, a person relies on heuristic or peripheral cues.° 
Heuristic cues are mental short cuts that enable a person to 
quickly evaluate and make a decision about whether or not to 
accept or agree with a message. Heuristic cues for a persuasive 
message might include the appearance of the speaker, the num- 
ber of arguments, or how much the speaker is liked. The field 
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of advertising relies heavily on heuristic cues and assumes that 
people will use things like visual images, enjoyable music, or a 
celebrity endorser to make a decision. 

The next question is what would make someone more or less 
likely to elaborate on a message. The key factor is his or 
her motivation and involvement with the subject. 
When the subject is personally relevant or interest- 
ing to the receiver, he or she is more likely to 
engage in central processing. If you are talking 

to a group of prospective students about why 
they should attend your university, the topic is 
very important to them, so they are going to 
be more motivated to listen to your message 
and process it centrally. 
When the subject is less relevant or the 
stakes of the issue are not that high, people are 
more likely to engage in peripheral processing. If 
you are talking to this same group of students and 
trying to persuade them to follow your university 
on social media, an action and decision that carries far 
less weight than where to attend college, they are going to be 
less motivated to process your message and will likely use the 
peripheral route. Messages about which car to buy carry much 
higher stakes than which brand of gum to purchase. Additionally, 
people who are distracted, tired, or bored are also more likely to 
use the peripheral route to process messages, even if the message 
is personally relevant. 

So, what does the ELM mean for you as a speaker as you 
prepare and deliver your persuasive messages? As always, it is 
important to consider your audience. If your topic is something 
that is relevant and important to your audience, you will want 
to focus on building the strongest case possible and making sure 
that all of your evidence and facts are strong. If your topic 1s 
less relevant or important to your audience, you will want to 
think more about what heuristic cues you can include in your 
message. This is not to say that you should ignore the logical 
case you are presenting. However, knowing that a lot of your 
audience may be processing your message using the peripheral 
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route, you will want to be sure that you include elements that 
will appeal to them. This could include listing your credentials, 
using impressive looking visual elements, making reference to 
well-known people who also support your idea, or appearing as 
a very capable speaker. 

When thinking about the psychology of persuasion, another 
important thing to consider 1s how big of a change you are asking 
your audience to make. For many persuasive issues, you can 
imagine where a person stands on an issue as being on a contin- 
uum. Take, for example, the issue of the second amendment and 
gun rights. At the farthest right on the continuum are those who 
believe that the second amendment means that there should be 
absolutely no restrictions on an individual’s ability to own and 
carry a gun. At the complete left of the spectrum are those who 
believe that the second amendment does not apply to individual 
rights regarding gun ownership and believe that all guns should 
be banned. Along the path of that continuum are people with a 
range of attitudes towards the issue. For example, someone might 
be a strong supporter of the right for individuals to own guns but 
support universal background checks, while another might be in 
favor of limiting the types of guns or the number of guns that an 
individual can own. 

A theory that helps to explain the likelihood that a person 
will accept a persuasive message based on this continuum is 
Social Judgement Theory.° This theory was proposed by the 
team of Sherif, Shefit, and Hovland, a name you might recognize 
from the earlier discussion of the Yale Model of Persuasion. The 

basic premise of Social Judgment 

Every person has Theory is that people use their cur- 
a range of what rent ae en benchmark to 

’ compare all new ideas to. When pre- 
attitudes and sented with a message asking them to 
ideas are within adopt a new attitude, people consider 
a range they find their current attitude and place the 
new attitude on the continuum of 
attitudes based on how close or far 
away they perceive the new attitude as 
being from their current attitude. 


acceptable. 
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In the prior example of gun control, imagine a man named 
Ryan whose attitudes about gun control fall on the mid-right of 
the continuum. He is a strong supporter of the individual right to 
bear arms but believes that there should be universal background 
checks so that no one can purchase a firearm without one. When 
presented with an appeal to support a new law that would ban 
the sale of assault rifles in the United States, Ryan would consider 
how close or far away this position was from his current stance. It 
is important to recognize that this placement is personal. While 
you can make an educated guess of where a position would fall 
in relation to someone’s attitude, it is that person’s perception 
that determines where they place a given position or attitude. 

Social Judgement Theory also explains how people evaluate 
how acceptable an idea is based on where it is on their personal 
continuum. Every person has a range of what attitudes and 
ideas are within a range they find acceptable. ‘This 
range is the latitude of acceptance. People also 
have a range of ideas outside of the latitude of 
acceptance that they find completely unaccept- 

able or unworthy of consideration. This is 
known as the latitude of rejection. ‘There 
is a third range, which is the attitudes and 
ideas that a person has not yet considered and 
has not formulated an opinion on as far as 
either accepting or rejecting. This is known as 
the latitude of noncommittal. 

Within the latitudes of acceptance and 
rejection, there is a range of ideas from the most 
acceptable, which is where the person currently 

stands, to least acceptable that is still permissible. This 
may not be a person’s ideal, but he or she still agrees that this 
position or idea is something that could be okay. Similarly, the 
latitude of rejection is the least acceptable position. In terms of 
persuasion, if you are arguing for a position that falls in your 
audience’s latitude of rejection, you will have very little chance 
of success. If you are arguing for a position within the latitude 
of acceptance, the persuasion is fairly easy, as your audience 
already agrees with you. 
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So does this mean persuasion is impossible? No. Remember 
there is a latitude of noncommittal. In terms of persuasion, this 
is what you could call the sweet spot. Because your audience 
has not already rejected this idea, they will be at least open to 
hearing your position without immediately rejecting it. When 
the minds of your audience are not already made up, you have 
the opportunity to change your audience’s attitude and shift your 
position into their latitude of acceptance. 

Let’s look at another example. Imagine that you work in HR 
for a large telecommunications company. You have proposed that 
the company implement some type of flex time policy that would 
allow employees more freedom in setting their work schedules. 
Some options on the table are allowing employees to set their 
own working hours as long as 40 hours are logged each week 
and allowing employees to telecommute from home or another 
location for up to 20 hours a week. If your supervisor has an 
attitude that a traditional 9-5 work week is when all employees 
are on the clock, any proposal that advocates for flexible work 
schedules each day would be outside his latitude of acceptance 
and in his latitude of rejection. Perhaps, though, he has not 
previously considered or taken a position on where employees 
need to be during designated hours. In this case, a proposal that 
would allow for telecommuting during traditional office hours 
would be in his latitude of noncommittal. In this situation, you 
would put together a persuasive argument that could lead to him 
adopting your proposed policy. 

Another key concept in Social Judgment Theory is ego 
involvement. Ego involvement refers to how important an issue 
is to a person and his or her life. For example, if you consider 
Ryan who held positive attitudes related to the right to bear arms, 
this might be very important to him. He may own several guns 
or be member of the National Rifle Association (NRA). Because 
of this, his attitudes about this issue are important to him and 
central to his self-image. Because of his high-ego involvement 
with the issue, he is more likely to have strong feelings about 
all positions on the issue and therefore will have a very small to 
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non-existent latitude of noncommittal, making it much more dif- 
ficult to persuade him to accept a position outside of his latitude 
of acceptance. 

In contrast, when an issue is less important to a person 
and less central to his or her identity, there is a low level of ego 
involvement. In situations like these, people have an attitude or 
position on the topic, but often have not taken the time to consider 
and evaluate all of the possible positions on the issue. This leads 
to a larger latitude of noncommittal and more opportunity for 
successful persuasion. Take, for example, the issue of self-driving 
cars. There are people at both ends of the continuum who have 
strong opinions about whether this is a technology that should be 
pursued or not and under what circumstances, if any, they should 
be allowed. Many people, though, who are less familiar with the 
technology and the developments that have made self-driving 
cars more of a reality may not have given a lot of thought to 
the issue. This leads to a larger latitude of noncommittal and 
more opportunity to persuade someone in either direction about 
the issue. 


When you are arguing for a position that falls somewhere in your 
audience’s latitude of noncommittal, your task is to help your audience 
consider a new idea or concept. In this clip, what arguments does Missy 
Cummings, the Director of the Human and Autonomy Lab at Duke, 
make about self-driving cars that many people may have never consid- 
ered? How convincing were her arguments? 


| SELF-DRIVING CARS 


https://cs.pn/31q9dqf 


As we think about persuasion being a process, we can look 
at not just the way that audiences move through the stages of 
persuasion, but also how people move towards the final goal of 
persuasion. Imagine that a nutritionist is trying to get a client 
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with dangerously high cholesterol levels to adopt a healthier, 
all natural, vegetarian diet. The client’s current diet contains a 
large amount of red meat and highly processed foods. The client 
believes that meat is the only effective source of protein and has 
expressed negative attitudes towards vegetarian diets, referring 
to them as fads and something that women who are into yoga 
adopt. Given the client’s current beliefs and attitudes, moving 
him to a completely vegetarian diet during the first attempt may 
not be possible. Instead, the nutritionist could focus on making 
small changes in his beliefs about the health benefits of different 
types of food and changing his attitude about a healthier diet. 
Overtime, as these beliefs and attitudes change, the nutritionist 
may be able to work towards the ultimate goal of a complete 
diet change. 

When you are thinking about your persuasive goals, you may 
need to consider the possibility of a long-term approach. If your 
audience’s current stance on this is far from where you desire 
them to be, you may need to establish smaller persuasive goals. 
After meeting each smaller goal, you can work to move your 
audience to change again in your desired direction. 
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Chapter Summary 


Persuasive communication is something that you will frequently 
engage in, whether it is in your personal or professional life. As 
this chapter described, persuasion 1s a communicative process 
in which your goal is to change another’s beliefs, attitudes, or 
behavior. When thinking about persuasion, it is important to 
consider that the psychological aspects of persuasion and the 
ways people think about issues influence the likelihood of your 
persuasive efforts being successful. Persuasive theories can 
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provide powerful tools for crafting effective persuasive messages, 
so use these when you think about your audiences and what types 
of information and strategies might be used to persuade them. 
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Persuasive Speaking 


Objectives 
After this chapter you will be able to: 


\ Distinguish between speeches of fact, value, and policy. 

\ Structure a persuasive presentation using the appropriate 
organizational pattern. 

\ Apply tips for using reasoning effectively. 

\ Understand the role of appeals in persuasive speaking. 

' Consider the role of ethics in persuasive speaking. 
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How many of you know that Ashton Kutcher, 
the famous actor from That ’70s Show and 
many movies, has invested and funded 
computer software that can track down indi- 
viduals being trafficked? In fact, Ashton is a 
philanthropist and outspoken advocate in the 
anti-slavery and trafficking space. Watch his 
testimony in front of Congress as he tries to persuade them to 
engage in some actions that could reduce the number of people 
who are victimized by trafficking and slavery each year. 


https://cs.pn/2WA9zMo 


\ From a persuasive perspective, what do you think he did well? 
\ Do you think his audience was persuaded or not? 


~ You've had some public speaking experience in this class up to 
this point; given what you know, would you offer Mr. Kutcher 
any advice? Ifso, what would that be? 


LIVE 


s ASHTON KUTCHER 
j Thorn: Digital Defenders of Children 
. Co-Founder & Actor 


Thorn: Digital Defenders of Children 
Los Angeles, CA 
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Introduction 


We talked about a lot of persuasive theory in Chapter 10. In this 
chapter, we will actually put those definitions and theories into 
practice and see how these components operate in a presentation. 


Types of Persuasive Speeches 


As mentioned earlier in the text, when you are engaged in per- 
suasive communication, your goal is to influence or change your 
audience’s beliefs, attitudes, or behaviors. Beliefs, attitudes, or 
behaviors are actually the targets of your persuasive appeal. We 
can define speeches by their target. Speeches that target beliefs 
are called speeches of fact. Speeches that target attitudes are 
called speeches of value, and speeches that target behaviors 
are called speeches of policy. In the following sections we are 
going to discuss each of these speech types in more detail. 


Speeches of Fact 


Speeches of fact involve the truth or falsity of a claim or 
position. They often involve questions about the existence or 
nonexistence of something, or that something causes something 
else. There are some things that we know for sure. For example, 
the Earth is round. The majority of reasonable people believe 
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this to be true. However, for many other “facts” there is some 
debate. Consider this example: A current debate centers around 
the dangers of artificial intelligence. Some expert scientists like 
Stephen Hawking believe that artificial intelligence will cause 
the end of the world as we know it.! Others, like Eric Schmidt 
at Google, disagree arguing that there are safeguards in place 
that would not allow this to happen.’ However, you could likely 
find support for either of these positions. You could find data to 
support each side and experts who support one side or the other. 
So, in order to get an audience to agree with your position on 
AI, you would have to be pretty persuasive. 

When you are discussing a topic where we can’t agree on the 
facts, like the example of AI, you are dealing with a question of 
fact. Here are some examples of questions of fact: 


\ Nuclear waste can be stored safely in deep underground rock 
formations. 

\ Hydraulic fracturing of bedrock to extract natural gas is envi- 
ronmentally sound. 

\ Allowing citizens to carry concealed handguns in public 
places will deter crime. 


Think about all of the examples provided above and the 
positions of your friends and family. You probably know people 
who are on each side of these issues. That is what makes some- 
thing a question of fact—there is some debate about the facts. 
There isn’t much debate about the fact that smoking cigarettes 
causes cancer or that wearing seatbelts increases safety when 
riding in cars. If the prevailing science and data agree on the 
facts, it isn’t a question of fact. So, before you begin planning 
a persuasive presentation on a question of fact, make sure you 
are really dealing with a question of fact. Ask yourself, is there a 
debate surrounding this issue? If there is, it is probably a question 
of fact. If there is not, it is probably not. 
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Denelle Dixon is the GOO of Mozilla. She testified at a House Energy 

and Commerce subcommittee hearing on net neutrality and what has 

been accomplished so far. At some points in her presentation, she refutes 

arguments from past legislation. How effective do you think she is? 

» What type of persuasive presentation is she making in this 
presentation? 

» What type of arguments did she use, and were they effectively 
supported? 

» What do you think of her organizational structure and delivery style? 


C-SPAN 


\4 » \) ) Siam 


7 


OPEN INTERNET RULES & BROADBAND. ‘ACCESS: 


ENELLE 


https://cs.pn/2K14n1S 


One-Sided vs. Two-Sided vs. Two-Sided Refutational Messages 


Is it better for a persuader to present only their side of an argument, 
or present both sides while refuting the other side of an argument? 

In some ways, it makes sense to ignore opposing arguments, since 
in bringing them up you may inadvertently persuade someone to adopt 
the opposing position. 

In contrast, it may seem that if you discuss both sides of an 
argument without directly refuting the opposing position, your 
listeners should see you as objective and support your position over 
the opposition. 

As it turns out, many studies have concluded that presenting 
both sides and then offering a refutation of the opposing position 
by showing its weaknesses is stronger than simply presenting your 
own side and much stronger than presenting both sides without 
a refutation. So when presented with a choice, the two-sided 
refutational message is the best option.’ 
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Strategies for Effective Speeches of Fact 


One way to build a presentation on a question of fact is to orga- 
nize your material in a refutative pattern. A refutative pattern 
allows you to advance your own arguments by demonstrating 
why they are effective while acknowledging and refuting the 
arguments of the opposition. This pattern is the most persuasive 
that you can use.* When we present both sides of an argument 
and refute our opponents’ position, we have the best chance 
of being persuasive. This is called a two-sided rebuttal, and it 
can easily be accomplished by using the organizational pattern 
of refutation. 

This pattern is only used in persuasive presentations. To be suc- 
cessful using this speech pattern, you should include the following: 


1. State the point or argument you are going to refute. 
2. List the errors of the opposing argument. Support it with evi- 
dence such as facts, figures, examples, and expert testimony. 
3. State your alternative argument and provide evidence to sup- 
port it. 
4. Explain how your argument or position disputes that of 
the opposition. 
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The following brief outline argues that home- 
opathy is not an effective alternative to main 
stream medicine. This outline demonstrates 


b 


how this pattern can be used. Ss > 
Main Point 1: According to the American 2a } | 
Institute of Homeopathy, homeopathic med- OR®) 
icine is a “holistic, natural approach to the £5 
treatment of the sick” (this is the arugment Sy i 5S 5 
that will be refuted). \ 4 Gu 


\ Homeopathy proposes that the more diluted 
a medical substance is, the more potent it 
actually becomes. Maximum effect is said to be 
obtained when a solution has been diluted to the point 
where the medical ingredient is no longer detectible. (By 
explaining the basic principles of homoeopathy, the speaker 
has further clarified the position being refuted.) 


¥ 
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\ This principle has no sound theoretical scientific basis or 
clinical evidence to support it. Many reviews of homeopathy 
by scientific and health organizations have found no evidence 
for the effectiveness of homeopathic remedies for any specific 
health issue. (Cite evidence from credible sources.) 

\ Homeopathic practitioners argue that their products are safe 
and that their approach reduces unwanted side-effects associ- 
ated with taking larger doses of a medical ingredient. 


\ Concerns about the safety of homeopathic products because 
of poor manufacturing have been raised by the FDA, and 
some homeopathic medicines are based on substances that 
are known to be dangerous for human consumption. Addi- 
tionally, individuals seeking homeopathic solutions to serious 
health issues may go without treatments clinically proven to 
be effective. (Cite recent research.) 


Main Point 2: In order to address health issues, patients 
should consult with qualified medical professionals following evi- 
dence-based guidelines and treatments rather than homeopathy 
(this is the alternative argument). 


\ Evidence-based medicines and medical procedures go 
through rigorous testing before being approved for use as 
treatments for illnesses. 


\ Evidence-based medicine has to demonstrate that it benefits 
patients above and beyond what would be expected from 
a placebo. 

\ Conventional medical practitioners and drug manufac- 
turers have to disclose the risks and benefits of medical 
procedures and medications so patients can make informed 
decisions about their care based on actual evidence. (Cite 
your evidence.) 
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Sometimes, you simply are not able to use the refutative 
organizational pattern. For some reason, it may not be possible 
to present both sides of a question of fact and refute them. There 
might be situational constraints like time available for your pre- 
sentation or other issues. If you choose not to use the refutative 
design, you have other options. 
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Another popular organizational pattern for a presentation 
on the question of fact is a causal pattern. Gausal patterns, as 
you will remember from Chapter 6, use two main points. ‘The 
first main point presents the cause and the second main point the 
effect. The persuasive point of the arrangement is to convince 
your audience of the causal link between the two. 


\ Thesis Statement: Sunscreen usage has caused an increase 
in vitamin D deficiency. 

\ Main Point 1 (Cause): Sunscreen blocks the body’s absorp- 
tion of natural sunlight. 

\ Main Point 2 (Effect): The body makes vitamin D when 
your skin is exposed to sunlight, so constant use of sunscreen 
prohibits this process. 


Speeches of Value 


If your speech evaluates a topic, it is what we call a question of 
value. Speeches of value go past is and isn’t and place a value 
on a topic or claim. So, claims that something is the best, ideal, 
harmful, or unethical are all examples of value. Below are thesis 
statements on questions of value: 


\ No-kill animal shelters are unethical. 

Government funding for NASA is worthwhile. 

Flipped classrooms provide the best learning environments. 
Low carb diets are the healthiest. 


> a a A 


The thing that all of these thesis statements have in common 
is that they have a positive or negative evaluation connected to 
them. Questions of value are hard to argue because they don’t 
always appeal to logic in the same way as questions of fact do. 
What is important to remember is that to argue a question of 
value is more than to offer your opinion. Questions of value 
should use evidence and support to make their claims. You must 
build a case for your position as in any other situation. So, if 
you want to argue that low carb diets are healthy—you can’t 
just say you tried it and feel better; you have to present data 
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that shows the health benefits. The speech must go past your 
opinion. You must present evidence that supports your claim or 
value proposition. 


Strategies for Effective Speeches of Value 


An important thing to note is that questions of value do not call 
an audience to action. They merely argue the right and wrong, 
good or bad of a question. Your audience may become engaged 
in your topic as a result of your speech, but that isn’t the purpose 
of your presentation, and a speech of value will not advocate or 
suggest action on the part of your audience. 

Questions of value can be organized in a topical design where 
you simply go point by point providing supporting evidence to 
support each claim. Another way they can be organized is by 
establishing some sort of criteria and then judging your claims 
by that criteria. If your audience finds your criteria useful and 
compelling and you can demonstrate that your claims match 
that criteria, you will likely be persuasive. We use this method a 
lot when we have criteria for awards. The award for student of 
the year lists the criteria, and you supply an application arguing 
why you and your accomplishments match that criteria better 
than anyone else’s. 


We've all heard about the controversy of whales and dolphins living 
their lives in captivity at Sea World or similar theme parks. In this 
presentation, Dr. Lori Morino, a professor of neuroscience and behav- 
ioral biology, sets up a speech of value. She uses criteria for establishing 
marine mammal education facilities and persuades her audience that 
these theme parks fall short of meeting the criteria. 


C-SPAN 


LORI MARINO’ 
Emory Universi 


https://cs.pn/31t0bsq 
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Say that you want to argue that a low-carb diet is the optimal 
diet. First, you will want to establish criteria for the optimal diet. 


The following outline provides an example of what this pattern 
could look like: 


\ Thesis Statement: A low-carb diet is an excellent diet for a 
healthy lifestyle. 

\ Main Point 1: An excellent diet should meet the following 
criteria: 
\ It should be nutritious. 
\ It should be affordable. 


\ It should help manage diseases such as diabetes, obesity, 
ete. 


\ Main Point 2: A low-carb diet meets all of these criteria. 
\ A low-carb diet provides a healthy mix of recommended 
daily vitamins. 
\% There are many affordable low-carb options in the 
market. 


\ Low-carb diets can improve serious health conditions, 
such as metabolic syndrome, diabetes, high blood pres- 
sure, and cardiovascular disease. 


Of course, you will need to provide support for all of the 
claims you make, including your criteria. It will also be import- 
ant that you make the conclusion for your audience. In your 
conclusion emphasize how the diet measures up and then draw 
the conclusion that the diet is a good one. 


Questions of Policy 


If your question involves a behavior, you are working with a ques- 
tion of policy. If you are asking your audience to do something 
like vote for your candidate, buy your technology, or engage in a 
particular medical recommendation, you have a question of pol- 
icy. Most of the time when we talk about persuasion, people think 
about a speech regarding a question of policy. People want to get 
their audience members to do something. So typically, a speech 
of policy is what students in a course like this look forward to. 
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Speeches of policy surround questions of what we should or 
should not be doing. Should we update our immigration policies, 
or should we provide more funding to NASA for space explora- 
tion? Here are some example thesis statements for speeches on 
questions of policy: 


\ All college classrooms should have a technology use policy. 


\ Exercisers hoping to increase muscle mass should increase 
their protein intake. 


\ High speed internet should be freely available to all citizens. 


\ Putting astronauts on Mars should be NASA’s number 
one priority. 


Questions of policy often include questions of value and 
questions of fact in addition to the question of policy. However, 
once you make a request of an audience member in terms of 
behavior, you have moved into a question of policy. 


Strategies for Effective Policy Speeches 


Persuasive speeches of policy convince an audience that there 1s 
a problem that needs to be addressed, pose a solution that will 
adequately address that problem, and argue that this solution 1s 
feasible or practical. 


Need 


Speeches of policy convince audiences that there is a problem 
that needs to be addressed. Sometimes an audience knows 
about a problem but doesn’t really know what to do about it. 
Other times, an audience may not even know a problem exists. 
But framing the problem for an audience is a big part of the 
process in a persuasive appeal involving a question of policy. 
If you can’t accurately define and frame the problem for your 
audience, it is unlikely they will engage in your solution because 
they won't see the need to. 
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Solution 


The solution directly addresses the need or problem. This 
portion of the presentation lays out the solution in detail. It 
must adequately describe the solution so that the audience can 
determine whether the solution is satisfactory or not. So, here 
you must persuade the audience that your solution can actually 
solve the problem. 


Practicality 


An audience will not only evaluate the solution but will also 
decide if it is practical. Yes, you may have developed an idea that 
will solve the parking problem at your university, but are students 
willing to pay $1,000.00 a year to park? Probably not. So, when 
we say the solution is practical, we are looking to see that it is 
affordable and something that people will be able to do and 
easily implement. You may have found a cheap way to increase 
the amount of protein in people’s diets, but are people really 
going to be willing to eat insects? 
Once you devel op Once you develop your solution, 
. run it by many people to make sure 
your solution, run that it is something that will be rea- 
it by many people sonable. If you aren’t close enough 
to make sure that to the problem, sometimes it will be 
a : difficult for you to figure out, and you 
IC Is something that may need to run your solution by a 
will be reasonable. couple of experts or individuals who 
are really connected to the problem. 


Organizing Speeches of Policy 


Speeches of policy can be organized in many different ways. The 
simplest way is through a problem solution organizational 
pattern. This pattern of organization 1s straightforward where 
main point one describes the problem, and main point two offers 
the solution. 
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Problem Solution 


\ Thesis: Today, I am going to ask you to join the Plastic Pollu- 
tion Coalition and just say “‘No straw, please.” 


\ Main Point 1 (problem): Plastic straws are one of the worst 
polluters on our beaches. 


\ They are poisoning our water supplies. 
\ They can be extremely harmful to wildlife. 
\ Main Point 2 (solution): By joining a national movement, 
you can help prevent this source of pollution. 
\ Just say no to straws. 


\ Ask your servers to switch to a straws-upon-request policy. 


A spin on the problem solution design pattern is the prob- 
lem cause solution pattern. In this pattern the speaker also 
addresses the causes of the problem. Here is an example (of 
course, supporting evidence and citations should be provided): 


Problem Cause Solution 


\ Thesis: Today, I am going to ask you to join the Plastic Pollu- 
tion Coalition and just say “‘No straw, please.” 


\ Main Point 1 (problem): Plastic straws are one of the worst 
polluters on our beaches. 


\ They are poisoning our water supplies. 
\ They can be extremely harmful to wildlife. 


\ Main Point 2 (cause): Over 5 million plastic straws are used 
in the U.S. everyday. 


\ Plastic straws are not recycled. 
\ Many are made from polystyrene. 
\ Main Point 3 (solution): By joining a national movement, 
you can help prevent this source of pollution. 
\ Just say no to straws. 
\ Ask your servers to switch to a straws-upon-request policy. 


A final method for arranging your speech of policy is 
Monroe’s Motivated Sequence. [This design was created by 
Professor Alan Monroe at Purdue University and is still used 
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today in advertising. In fact, you can see it demonstrated in 
infomercials and on some of the home shopping channels. 

Monroe’s Motivated Sequence is a type of problem solution 
design, but it paints a visual picture of your policy speech. 
It includes five steps. Some of these steps occur in the introduc- 
tion, and others occur in the conclusion. ‘These include attention, 
need, satisfaction, visualization, and a call to action. 


Monroe’s Motivated Sequence 


Attention Step Thisis like any other attention gaining device. 
You have to grab the audience’s attention and 
pull them into your topic. Get them interested 
in your problem from the first words out of your 
mouth. 


Need Step Here you detail the problem and convince 
your audience that the issue you have identified 
deserves to be addressed. You must use logical 
appeals and supporting facts and figures to 
persuade them that the problem is significant. 


Satisfaction Step In this step you present your plan for addressing 
the problem. Specifically, spell out what you plan 
to do to address the situation. Your plan must 
be adequately developed and explained to your 
audience. 


Visualization Step This is where you show your audience what it 
will be like if they adopt your solution. How will 
things change? Describe it. What will the new 
statistics look like after the implementation of 
your change? This is a very persuasive tool, and 
students often skip this step. 


Call to Action This is where you explain what you will 
need from your audience to implement 
your solution. Do you need a signature or a 
donation? Are you asking them to change a 
behavior? Whatever it is, be specific. Make 
the call to action easy for them to engage in. 
Ifyou want them to write the president of the 
university—provide the email address or 
the mailing address and stamped postcards 
so they can jot down a note after class and 
just drop it in the mail. 
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Helen Witty, the president of Mother’s Against Drunk Drivers (MADD), 
delivers persuasive testimony to the House Energy and Commerce 
Subcommittee on Consumer Protection and Commerce. See how well 
you think her presentation employs Monroe’s Motivated Sequence. 


C-SPAN 


https://cs.pn/2K8jGS1 


Let’s take a look at this pattern in action. Presented below is 
an abbreviated example of a speech that used a Monroe’s 
Motivated Sequence Design on the topic of driverless cars. 


\ Attention Step: On April 2, 2018, California began issuing 
permits needed for fully driverless cars.’ This means that fully 
driverless cars are on California roads as you read this. Many 
other states are right behind them. 

\ Need: According to the Department of Transportation, over 
35,000 people died on U.S. roadways in 2015 as a result of 
motor vehicle accidents. Ninety-four percent of all car acci- 
dents are caused by human error.® As these statistics indicate, 
our roads aren’t safe. 


\ Satisfaction: These horrible statistics could be diminished 
with more driverless cars on the roads. With driverless cars we 
could remove human error from the equation. 


\ Visualization: If we put driverless cars on the road, 90 per- 
cent of traffic fatalities would be eliminated in the U.S. 
300,000 people’s lives will be spared over the course of a 
decade. Driverless cars can save $190 billion in health care 
associated with accidents.’ 
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to continue to allow test vehicles on our streets and provide 
incentives to companies who are developing technology that 
could change driving as we know it and make our roads safer. 


Questions of fact, value, and policy focus your persuasive 
messages while the organizational structures presented in the 
previous section provide an outline for your thoughts and argu- 
ments. Now, it’s time to think about how to build your arguments 
and the type of evidence you will use. 


B. Anderson 


Types of Persuasive Appeals 


Now that we have a better understanding of how to target our 
arguments and organize them, it becomes important that we 
look at the types of arguments and appeals we use in our presen- 
tations. As we have learned in the previous chapter, quality of 
argument is important. By examining appeals, we can begin to 
learn about crafting better arguments. 

The beginnings of the formal study of persuasion can be 
traced back to ancient Greece. Ancient philosopher Aristotle 1s 
known as the Father of Rhetoric. Rhetoric is the art of effective 
persuasion through writing or speaking. Rhetoric sometimes 
holds a negative connotation, as people use the word rhetoric 
to refer to empty arguments and claims. You may have heard 
someone speak disparagingly about a politician’s rhetoric or 
accused lobbyists of using rhetoric to support their position. 
Rhetoric itself, the art of persuasion, is not a bad thing. But, when 
people use incorrect information, faulty logic, or their persuasion 
for negative purposes, it can cast persuasion in an unflattering 
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light. As we have mentioned earlier, persuasive speaking has a 
higher ethical threshold, and in this section we will focus on 
using strong, factual, and ethical claims to meet persuasive goals. 

One of the fundamental ideas that Aristotle taught is that 
there are three basic categories of persuasive appeals you can 
use when building a persuasive argument. It is pretty incredible 
to consider that his ancient ideas are still the primary method 
we utilize to craft persuasive strategies today. The three types 
of appeals that Aristotle identified are logos, appeals to logic, 
ethos, appeals to credibility, and pathos, appeals to emotion. 
In the following sections, we will look at each category and ways 
to develop and use these appeals in your persuasive messages. 


Appeals to Credibility 


Earlier, in Chapter 3, you read about the importance of estab- 
lishing your credibility as a speaker in order to build trust and 
confidence with your audience. When it comes to persuasion, 
your credibility as a speaker is even more essential. Ethos, or 
appeals to credibility, are persuasive appeals that ask your audi- 
ence to agree with you because of who you are. Credibility 1s 
comprised of two components, a speaker’s trustworthiness and a 
speaker’s expertise. An audience needs to perceive a speaker as 
both having knowledge of the topic, and to believe that what the 
speaker says is true to perceive a speaker as credible. 


Sometimes we have to establish our own credibility or the credibility of 
our organization when we make a persuasive appeal. See how well you 
think Dr. Tom Frieden, the former director of the Center’s for Disease 
Control (CDC), does in establishing his credibility in this example. 


https://cs.pn/2WvKblV 
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There are several ways to build your ethos when you are 
speaking. First, we will look at ways to build up the perception 
of your expertise. The most important way is to be knowledge- 
able about your topic. This includes things like knowing how 
to pronounce terminology associated with the topic. Nothing 
will hurt your credibility more than mispronouncing a word you 
should know. During the 2016 Republican presidential primary, 
candidate Ben Carson mispronounced the name of the Islamic 
terrorist group Hamas as hummus during a presentation at 
the forum sponsored by the Republican Jewish Coalition. This 
quickly led to widespread ridicule and questions about his under- 
standing of Middle Eastern affairs.® 

You can also establish your expertise by sharing your cre- 
dentials with your audience. These can be formal things like 
education, training, or job titles, as well as more informal things 
like personal experiences you’ve had or research you’ve done. 
It is important to remember though that your performance 
while speaking is often more important in your audience’s 
mind than your stated credentials. People routinely evaluate 
speakers who present with confidence as having more expertise 
that those who do not have a confident style.’ As you learned in 
Chapter 3 on delivery, speakers who maintain eye contact and 
have good posture are also seen as being more credible, as they 
are viewed as being more competent, which lends the speaker 
an air of expertise. 

Establishing your trustworthiness is a less exact process than 
establishing your expertise, but it can be even more important 
because audiences will discount an expert they do not trust. 
An interesting thing to note about trustworthiness is that people 
will often make an assessment about someone’s trustworthiness 
within seconds of meeting someone. In fact, the brain makes a 
decision about how trustworthy a face looks before a person even 
fully perceives the face.'® This means that if you are speaking to 
a group of people who do not know you, they are subconsciously 
deciding whether they think you can be trusted or not as soon as 
you enter the room. One simple way you can enhance your per- 
ceived trustworthiness is to smile, as people rate more frequent 
smilers as more trustworthy." 
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Being honest and conveying correct information while you 
are speaking is important. If your audience is knowledgeable 
about your topic and you tell them incorrect information, you 
will damage their trust in you. Addressing opposing points of 
view and opposing arguments can also increase your perceived 
trustworthiness. Your willingness to acknowledge rather than try 
to hide the opposition demonstrates to your audience your com- 
mitment to providing them with the truth. Use facts and figures 
and other supporting evidence from trustworthy sources, and 
make sure to validate that information. Check the information 
you share with your audience for accuracy. 


Building Ethos 


Be knowledgeable about your topic. 

Share your credentials and expertise. 

Use eye contact and good posture. 

Be ethical in presenting information. 

Use supporting evidence from trustworthy sources. 
Double check and validate the evidence you use. 


4444 4 4 


Appeals to Emotion 


The next category of appeals is pathos, or appeals to emotion. 
As much as many of us would like to think that we make 
decisions based on facts and good reasoning, the truth is that 
we are often persuaded or make decisions based on feelings 
and emotion. In Chapter 7 on narrative, you read about the 
persuasive power of stories. One of the primary reasons they 
are so powerful is because stories can promote an empathic and 
emotional response.'” 

When making appeals to emotion, one should consider the 
valence of the emotion. High valence emotions are positive 
emotions such as happiness, pride, and excitement while low 
valence emotions are negative emotions like fear and guilt. 
We will first look at ways to appeal to positive emotions. 
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Positive Emotions 


The goal of an emotional appeal is to invoke a feeling in the audi- 
ence so that the emotion motivates them to either agree with you 
or engage in the desired behavior. When appealing to positive 
emotions, the motivation for your audience is to experience those 
emotions. The field of advertising is highly skilled at appealing 
to people’s positive feelings. Take, for example, Nike, one of the 
largest athletic wear brands in the world. Their advertisements 
rarely focus on the features of their products, but instead show 
people engaged in physical activity. Advertisements encourage 
potential consumers to play like a champion and “just do it.” 
As viewers experience feelings of excitement and feel inspired, 
they are motivated to buy Nike products. ‘The advertisers have 
established a connection between those products and the positive 
feelings inspired by the advertisement. 

In September of 2016, Elon Musk, the founder of Space X, 
spoke to members of the International Astronautical Congress 
about his plan to colonize Mars within the next 20 years. 
Throughout his presentation, he tried to persuade his audience 
that his plan would not only work, but would be extremely ben- 
eficial to the human species. While he was directly addressing a 
group of scientists, he also had a much larger audience across the 
globe of people wanting to learn more about his ambitious plan. 
Throughout his presentation, he appealed to his audience’s 
sense of excitement and adventure, asking them to 
envision what life on another planet might look like. 


Anie Morgan, Jennifer Hall & Lindsey B. Anderson 
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Humor 


Another technique to appeal to positive emo- 
tions is through the use of humor. Humor can 
increase the persuasiveness of a message in a 
few ways. First, people enjoy laughing, and a 
happy audience is more likely to agree with 

a message.'? The use of humor has also been 
found to increase an audience’s recollection 
of your message, making it more likely that 
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they will remember and continue to consider your arguments." 
Finally, humor can reduce an audience’s resistance and reaction 
to persuasive messages." 

One needs to be extremely careful when using humor during 
a presentation, though. One of the biggest risks of using humor 1s 
that it may fall flat. It can be difficult to predict what an audience 
will find funny. This is especially true when speaking to a diverse 
audience. Different cultures, ages, and types of people find dif- 
ferent things funny and may be offended by certain attempts at 
humor. Offending those you are trying to persuade is an almost 
sure way to have your persuasive efforts fail. 


Negative Emotions 


Fear Appeals 


Persuasion often uses appeals to negatively valenced emotions, 
such as fear and guilt. Fear is a very powerful emotion, and in 
persuasive situations, arousing fear in your audience can make 
them more likely to agree with an idea that they see as being able 
to protect them from a threat. The American Cancer Society has 
created a series of presentations with speaker notes and slides 
that physicians and public health professionals can adapt and use 
when addressing groups or putting on workshops. For the presen- 
tation on skin cancer, the speaker attempts to arouse fear in the 
audience by talking about the risks, the prevalence of skin cancer, 
and the consequences of developing cancer, including death. The 
goal in the presentation is to raise enough fear in the audience 
that they will adopt the recommended preventative behaviors, 
including using sunscreen daily and avoiding tanning beds.'® 

When using a fear appeal like the one just described, speak- 
ers need to proceed with caution. If a message is too fearful, 
rather than adopting the recommended behaviors, the audience 
may simply avoid or ignore the message to alleviate the uncom- 
fortable feeling of being frightened. The Extended Parallel 
Processing Model or EPPM, helps to explain why some 
people avoid or ignore frightening messages. Much like the ELM 
that was discussed in the previous chapter, the EPPM proposes 
that there are three possible ways that people will respond to a 
frightening message: a fear control response, a danger control 
response, or no response. 
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There are four key factors that determine which type of 
response the receiver will engage in. The first is self-efficacy. 
Self-efficacy is a person’s belief that he has the ability to take the 
actions needed to reduce the threat. Response efficacy is a 
person’s perception that the recommended behavior will work to 
minimize the threat. Another important factor is the audience’s 
perception of their susceptibility to the threat, which 1s their 
assessment of how likely it is that they will be personally harmed 
by the threat. ‘The final factor that influences the response is the 
audience’s assessment of the severity of the threat. 


Effective Fear Appeals: Applying the EPPM 

» Persuade your audience that they are susceptible to the threat. 

» Convince your audience that the threat is severe and has negative 
consequences. 

» Explain how your recommended action/behavior will address and 
alleviate the threat. 

» Show your audience that they are able to engage in the recom- 
mended action/behavior. 


In order for an audience to 

In order for an engage in any type of response 

: to a fear message, they must first 
audience 10 perceive that they are susceptible 
engage In any type to the threat. If they do not believe 
of response to they are susceptible, they will have 
a fear message, no response to the message. ‘Take, for 

: example, the issue of identity theft 
they must first where someone’s personal informa- 
perceive that they tion is stolen by computer hackers. 


are susceptible Cyber security experts may use fear 


appeals to try and persuade people 
to the threat. to protect their information by using 


strong passwords that are frequently 
changed. Before an audience will 
process the message, they must first believe that this is a threat 
that could personally harm them. For a variety of reasons, people 
may assume that they are not vulnerable to the threat. Perhaps 
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they feel that they already take enough safety measures, or they 
might not believe that identity theft is a widespread problem. 
Messages about the prevalence of the problem and examples of 
individuals similar to audience members are ways to convince 
an audience they are susceptible to the threat. 

People also make assessments about the severity of the threat. 
If they do not perceive that the threat will cause a large amount 
of harm, even if they are susceptible to it, they will not respond 
to the message. In the case of identity theft, speakers can provide 
information about the consequences of identity theft, including 
financial loss and poor credit scores. In some situations, the 
challenge for the persuader is to convince the audience that 
the consequences are something to be concerned about. For a 
younger audience, such as a group of high school students, the 
concept of a credit score might not be something they are actively 
concerned about, so a speaker would need to spend some time 
explaining the negative impacts of this. 

If the audience perceives the threat as both serious and 
something they are susceptible to, the next step is evaluating 
their perceived ability to minimize that threat. This 
perception comes from the final two factors, self-ef- 
ficacy and response efficacy. The audience will 
consider the recommended behavior and deter- 

mine if they think that the behavior will work 
to minimize the threat. ‘They will also consider 
their personal ability to engage in the recom- 
mended behavior. Those listening to the cyber 
security expert would consider how easy or 
difficult it would be to change their passwords 
on a regular basis. Some might think this 
would be too difficult, as it would be too hard to 
keep track of the frequent changes and would 
make them have difficulty accessing their accounts. 
The audience might also evaluate how effective they 
think that changing passwords will be in protecting their 
identity. If an audience member thinks this solution is too simple 
or that hackers will be able to find other ways to steal informa- 
tion, they will have low feelings of response efficacy. 
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If the audience has either low response or self-efficacy, they 
are likely to engage in a fear control response. Rather than 
trying to minimize the threat, they will try to minimize the 
uncomfortable feeling of fear. Because they do lack confidence 
that they can personally reduce the threat, it is easier to ignore 
the threat and not think about it. If the audience has both high 
response and self-efficacy, they will be more likely to engage in a 
fear control response and take actions to reduce the threat. 


Guilt Appeals 


Another negative emotion that you can appeal to is guilt. Guilt 
is the negative feelings people have when they believe they have 
committed some type of wrong that has violated an accepted 
moral standard.'’ What is interesting about guilt is that a person 
can experience it as a result of past behavior as well as the result 
of anticipating a future action. Because guilt is an uncomfortable 
emotion, people will engage in behaviors to eliminate the neg- 
ative feelings. The best ways to eliminate feelings of guilt are to 
engage in behavior that makes up for a past wrong or engage in 
a behavior that will prevent anticipated guilt. 

In 2017, Purdue launched a campaign around campus to 
reduce the usage of plastic drinking straws. At several locations 
around campus where drinks are sold, a small sign was placed 
next to the straws with an image of a sea turtle. Text on the sign 
informed readers of the hazard that plastic like the straw the 
reader is about to reach for poses for turtles and other sea crea- 
tures. The sign asks the reader to please stop using plastic straws. 
The reader of the sign now has to make a conscious choice of 
whether or not to use a straw. If she does, she will experience 
the guilt of knowing that her straw could one day end up in the 
stomach of an adorable sea creature like the one staring at her 
in the sign. Research has shown that guilt appeals are especially 
effective in motivating pro-social behavior like not using plastic 
drinking straws.'® 

When using emotional appeals, you should also be cognizant 
of the potential ethical issues that may arise. Because emotions 
are so powerful, people may agree with a position based on their 
feelings and emotions, rather than facts. 
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Appeals to Logic 


The final category of appeals, logos, or appeals to logic, are 
appeals that ask the audience to use the rational side of their 
brains to process and evaluate arguments. When you have a 
highly motivated audience who is using the central route to 
process your message, it is especially important to have strong 
logical appeals and to build your case through arguments and 
facts such as statistics, examples, and testimony from experts. 
Studies have shown that while ethical and emotional appeals can 
play a large role in persuasion, the strength and relevance of your 
logical arguments have the strongest effects in most situations." 

Think back to Elon Musk who had the challenge of per- 
suading his audience that his Mars plan was feasible. While 
he used emotional appeals to get his audience to support his 
ideas, his presentation also relied heavily on logical appeals. For 
most of his 50 minute talk, he presented scientific evidence to 
support his claims of how a shuttle could make it to Mars and 
how Mars’ atmosphere could be transformed to support life. 
Additionally, he addressed the cost of the multiple missions and 
provided a thorough financial analysis for raising funds from 
his company Space X, private citizens, and the government. 
Without building his extensive logical case, the majority of his 
audience would dismiss his plan as nothing more than a dream. 


Inductive Arguments 


When a speaker is working to build a persuasive case, there 
are some formal persuasive structures and strategies that can 
be used to help frame the argument. One strategy is to reason 
from specific cases and examples, which is known as inductive 
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reasoning. The U.S. Composting Council is a nonprofit orga- 
nization whose mission is to promote the practice of composting 
throughout the U.S. One of their strategies for increasing com- 
posting is advocating for legislation that bans yard waste from 
landfills. As part of their advocacy efforts, members frequently 
go to and speak at public meetings, to local and state legislatures, 
and community groups. As they build the case for why yard 
waste should be banned, they frequently point to other com- 
munities where bans have been implemented and have had a 
positive effect on the environment. They also include examples of 
communities without bans and describe the negative impacts on 
the environment. From these multiple examples, the audience 1s 
asked to come to the broader conclusion that a ban on yard waste 
in landfills would be a positive thing for a community or state. 

When reasoning from examples, you as the persuader need 
to consider a few things about your argument and the example 
cases you are using. First, you need to be sure that you have 
included enough examples and cases that allow your audience 
to draw a reasonable conclusion. Imagine that you have decided 
that airbags should be removed from vehicles because you believe 
they are dangerous and actually cause more harm than good. 
If during your presentation you only provide examples of some- 
one who was killed in an accident when the airbag deployed, 
your argument will not be strong. On the other hand, if you are 
able to include multiple stories of people who have been killed 
or seriously injured by their airbags deploying, you have built a 
stronger case. 

It is also important that your examples are representative. 
In the case of banning yard waste from landfills, examples from 
a community that is vastly different in terms of size and climate 
will be less convincing than examples from more similar com- 
munities to where you are presenting. If you are arguing against 
airbags, your examples need to be cases that are likely to occur 
in other situations. If all of your examples are from unusual cir- 
cumstances or when the passenger neglected to take other safety 
precautions such as wearing a seatbelt, your argument will be 
less convincing. 
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Another thing to consider when arguing from example is that 
many times, examples need to be combined with other types of 
evidence such as statistics or expert testimony. If someone is 
going to be convinced that airbags do more harm than good, 
then they will want to know the number of injuries and fatalities 
that occur each year as a result of airbags. Additionally, provid- 
ing just those numbers may not provide enough context, so you 
will need to provide the percentage of accidents with bad out- 
comes or the total number of accidents and those with good 
outcomes. 


Deductive Arguments 


Another strategy for making an argument is to argue from a 
broader premise to a specific case. This is known as deductive 
reasoning and can be thought of as the inverse of inductive 
logic. When using deductive reasoning, you begin with an over- 
arching premise that you want your audience to accept. Once 
this has been accepted, you being to apply that premise to a 
specific case. 

Let’s look at an example of how 
this type of argument would work. Another strategy 
As science and technology have for making an 
advanced, new questions and issues : 
have arisen. One of those issues argument Is to 
is how information gleaned from argue from a 
genetic testing should and can be broader premise 
used by organizations. For example, 
if genetic testing reveals that a person 
has a higher likelihood of developing 
cancer or Alzheimer’s, should insurance companies or employers 


to a specific case. 


be allowed to use that information to deny coverage or not hire 
someone? Some would say that no, organizations should not be 
able to use this information in this way, and if they do, this would 
constitute genetic discrimination. Someone arguing against this 
practice might first start with the argument that discriminating 
against someone because of who they are or physical traits such 
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as sex or race is wrong. This is a premise that many agree with, 
and laws in the United States are in place to protect people from 
this type of discrimination. 

Once the speaker has established that discrimination is 
wrong, the next step is to apply that principle to the specific case 
of using DNA tests to make decisions about hiring or insurance 
coverage. One could argue that people’s genetics are something 
they are born with. Not hiring someone because their DNA indi- 
cates they are more likely to develop a medical condition is no 
different than not hiring someone because they have a disability 
or have a certain skin color. In deductive reasoning, you are 
asking your audience to go back to an idea they support and 
transfer that support to the specific situation you are addressing. 

One of the challenges in using deductive reasoning success- 
fully is demonstrating how the larger principle applies to the 
specific case. In terms of genetic discrimination, opponents may 
argue that making hiring decisions based on genetic testing 1s 
different than making decisions based on skin color because skin 
color has no bearing on potential work performance, whereas 
developing a medical condition could. If your audience does not 
see how the specific case relates to the broader premise, your 
persuasive efforts are far less likely to be successful. 
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Faulty Logic 


When talking about logic, we must also discuss logical errors, 
more formally known as fallacies. Often when building an 
argument, a speaker may intentionally or unintentionally use 
faulty logic to build the case. You need to be able to recognize 
these errors so that you avoid using them as the persuader, and 
so you recognize them when you are being persuaded. 
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Those who formally study logic and argumentation have 
identified and named over 100 types of logical fallacies. While 
we do not have the time and space to look at every type of logical 
fallacy, we will look at a few of the most commonly used ones. 


Inoculation Theory—Messages as Vaccinations 


In the 1960s, McGuire noted that sometimes even very weak 
persuasive arguments, over time, can make people more resis- 
tant to counter persuasive attempts. Vaccines in medicine work 
by introducing a radically weakened version of virus that doesn’t 
actually make people sick, yet still encourages the body to produce 
antibodies against the virus. This production of antibodies helps a 
person to resist a strong attack by the virus at a later time. 

Persuasive messages can work the same way. For instance, a 
parent might tell a child that someday someone will try to get them to 
smoke (a threat or forewarning) because it will make them look “cool” 
(a weak attack), but, in reality, it will only make your child “smell 
bad,” which is not very cool (a counterargument). Even though this 
argument is not particularly strong, it serves to reinforce an existing 
belief, and, over time, encourages the child to even think of other 
arguments (called counterarguments) to help them resist future per- 
suasion attempts. This, and similar techniques, have been used in a 
variety of contexts, including health campaigns, political campaigns, 
and advertising. 


. Anderson 


The basic process goes like this: 


» Pose a threat or forewarning of a future persuasive attempt that 
must be resisted. 

» Provide a weak attack against the belief that is to be preserved. 

» Provide a refutation of the weak attack. 


There are several variations on inoculation messages, but this 
type of technique is one of the most effective strategies known 
for improving a person’s ability to resist future persuasive 
attempts they may encounter.” 
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Slippery Slope 


A slippery slope fallacy argues that one action will lead to 
a series of sequential actions that will end in something cata- 
strophic. What makes this a faulty argument is that there is no 
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evidence to support that the chain of events will occur. Some of 
you have probably seen the commercial from Directl'V where 
someone is on hold with their cable company, and they get angry, 
and that leads to blowing off steam, which leads to accidents, 
then to an eye patch, then to proving how tough they are, and 
then they wake up in a roadside ditch. The tag line in the add 
says something like, “you don’t want to wake up in a roadside 
ditch, so get rid of cable.” This is a comical example of a slippery 
slope. We all know that being on hold with our cable company is 
frustrating, but it won’t lead to a roadside ditch. 

However, we use slippery slopes to make arguments all of 
the time. Many times, these arguments are almost as ridiculous 
as the one featured in the example above. Here is a common 
one. Slippery slopes are often used in arguments against artificial 
intelligence. Some people are apprehensive regarding artificial 
intelligence, and they wonder: 


1. If we build computers that are as smart or smarter than 
humans, will they become more powerful than us? 

2. Ifcomputers can navigate cars and diagnose illnesses and 
other intelligent behavior, will they eventually take over the 
world? 

3. Then will we be in a situation where humans become slaves 
to robots? 

4. Would this lead to human extinction? 


A lot has to happen before robots take over the world and 
a whole lot more before that would lead to extinction. These 
causal chains of events aren’t so clearly defined. So, when think- 
ing about a chain of events, make sure that the events that you 
argue are connected are actually causally linked. Do you have 
evidence to prove that one event leads to another, or is the series 
of events linked by some type of fear? Slippery slopes often have 
an element of fear associated with them. If we take this one step, 
enact this one policy, then this, then this, then disaster. Of course, 
there can be slippery slopes that slide in the positive direction, 
too. For example, if we just cut corporate taxes, then companies 
will hire more workers; more workers mean more money in the 
economy; and this means economic growth and prosperity for 
all. As we know, this doesn’t always work out to be the case. Any 
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complete disaster or complete panacea as the result of a chain 
of events should be examined to see if it is a slippery slope. So, 
before proposing a series of linked events, make sure the events 
are truly linked causally and that you have good evidence to 
prove that. Be sure and read the section on correlation versus 
causality to verify your causal claims. 


False Dilemma 


A false dilemma incorrectly poses that there are only two 
possible choices, when in reality, there are often multiple choices 
or the two choices can coexist. In 2017, multiple players in the 
NFL either knelt or held hands during the National Anthem 
to protest racism and police violence against people 
of color. As the number of players engaging in the 
protest increased, public debate over whether or 
not the players should be protesting increased. 
Many opposed the protests because they felt 
that kneeling during the anthem was a sign 
of disrespect to the flag and the military. In 
making a case for their position, some made 
statements such as those who supported the 
protests were unpatriotic. In making this argu- 
ment, they were presenting a false dilemma 
that someone either supported the players or 
the country. The reality is that many supporters 
of the protest were patriotic and supported the 
players’ right to free speech. 


Hasty Generalization 


A hasty generalization is made when the speaker makes a 
broad assumption based on limited cases, examples, or evidence. 
Hasty generalizations are also the basis for many of the prejudices 
and stereotypes that exist since people often try to generalize 
their personal experiences as “proof” of some more general 
experience or phenomenon. Because someone saw a flying object 
they couldn’t identify does not, in itself, provide good evidence 
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of extraterrestrial life visiting the planet Earth. A single early 
election poll showing a political candidate in the lead does not 
provide strong evidence of who 1s going to win a major election. 

So, how much evidence is needed to avoid making a hasty 
generalization? First, evidence is stronger when you have 
multiple examples. Many polls aggregated over time provide a 
much clearer picture of who is likely to win an election. Health 
officials rely on multiple studies with large samples to ensure 
product efficacy and safety before new drugs are allowed on the 
market. Second, it is easier to avoid hasty generalizations when 
you have different types of evidence supporting a conclusion. 
For instance, we have a better understanding of evolutionary 
processes because we have converging lines of evidence of studies 
from comparative animal and plant physiology, exploration of 
the fossil record, and, more recently, DNA analyses. If different 
types of evidence point to radically different conclusions, then we 
may not have enough evidence to make strong claims. Finally, 
the stronger the claim, the stronger the evidence required. 
In fact, one way to avoid making hasty generalizations is to 
acknowledge the tentative or preliminary nature of claims when 
insufficient evidence is in place. Effective and ethical speakers 
make appropriate claims based on the evidence at hand. ‘They do 
not exaggerate or “cherry pick” findings that only support their 
preferred conclusion. Having enough evidence from a variety of 
sources and making appropriate claims based on the evidence 
helps protect speakers from making hasty generalizations. 


Correlation vs. Causation 


If your goal is to make a causal claim, you need to meet at least 
three criteria. First, if something is going to cause an effect, it 
clearly has to precede the effect. To the best of our knowledge, 
time does not run backwards. In a criminal case, if a person 
was murdered on Sunday night at 10:00 pm, the prosecution 
must demonstrate that the suspect was in the area, or reasonably 
could have been in the area, prior to that time. Second, the 
cause and effect have to be correlated. A correlation is simply an 
association or a relationship between two factors. For instance, 
air temperature 1s associated with certain types of precipitation. 
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When it is cold outside, it is more likely to snow than when it 
is warm outside. In other words, when the temperature drops, 
the probability of snow increases. When the temperature rises, 
the probability of snow decreases. Finally, it must be demon- 
strated that both the cause and effect are not caused by some 
third factor. This is known as a spurious relationship. A classic 
example is that there is a correlation between ice cream sales and 
burglaries. In months where there are high ice cream sales, we 
also see high burglary rates. However, upon closer examination, 
we can see that both of these are caused by seasonal changes. 
People don’t tend to buy ice cream in colder months, and they 
are also less likely to burglarize homes because it is just too cold 
outside. The apparent correlation between ice cream sales and 
burglary rates is spurious. Good causal arguments demonstrate 
appropriate temporality, provide evidence of correlation, and 
rule out possible spurious relationships. 
For instance, if I wanted to propose that schools should 
provide free or reduced cost breakfasts for low-income students 
because I think it would improve their academic perfor- 
mance, I would be making a causal claim. Since 
breakfast would happen at the start of the school 
day, the temporal issue is relatively straightfor- 
ward. It might not be so easy if I wanted to 
argue that free or reduced snacks at the end of 
the day would improve academic perfor- 
mance. Secondarily, I need to demonstrate 
that eating breakfast is associated with aca- 
demic performance. Citing studies that show 
hunger affects cognitive abilities and concen- 
tration might be a good way to approach this. 
Finally, I need to make sure my relationship is 
not spurious. This is often the hardest part. In this 


= 4 example, I might recognize that there are many 
potential influences on academic performance beyond 


that caused by not eating a good breakfast. For instance, lack 
of parental support, lack of resources, etc., may also impact 
academic performance. However, the presence of these factors 
does not necessarily mean that hunger does not also directly 
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influence academic performance, too. Citing research that has 
taken these factors into account yet still demonstrates a direct 
benefit of breakfast consumption helps make a strong 
argument. 

Always be cautious when making a causal claim. There is 
always the potential that intervening factors may be impacting 
the outcome. 


Ad Hominem 


An ad hominem fallacy is when someone lodges a personal 
attack against the person supporting the opposing viewpoint 
rather than attacking the argument or issue itself: By attacking 
the person, the persuader 1s often hoping that a dislike or nega- 
tive view of the opposition will translate into not supporting the 
opposing position. 

A great example of an ad hominem attack is from 2015 when 
Sea World went after former orca trainer John Hargrove. Sea 
World, who had received a lot of negative press and resistance 
after the release of the documentary BlackFish, was trying to 
refute claims made in the documentary that its captive orcas 
were mistreated. Hargrove appeared in the documentary and 
stated publicly that Sea World severely mistreated its captive 
whales. In response, rather than refuting the specific claims 
that Hargrove made about policies and procedures in the parks, 
Sea World released a video of an intoxicated Hargrove using 
racial slurs and started a website called The Real John Hargrove 
which included several stories and comments of people attacking 
Hargrove’s character.*! While some of the attacks on Hargrove 
may have been accurate, the line of reasoning is a fallacy, as 
Hargrove’s actions have nothing to do with Sea World’s treat- 
ment of orcas. 


Appeal to Authority 


Many times, people will build a persuasive case by providing 
testimony from different experts and authorities. Citing experts 
and authorities on a topic 1s, by and large, a good thing. However, 
citing an authority is only appropriate if the authority is an actual 
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expert in the topic under consideration. An appeal to authority 
is fallacious when the authority lacks legitimate expertise in the 
area. 

How do we know if someone is 


a legitimate authority that we can Citing experts 
comfortably use in support of a posi- and authorities on 
tion? This can be tricky, but there a topic is, by and 


are several things we can do to help 
ensure we are identifying appropriate 
authorities. First, does the authority 
have educational or professional credentials in the area? If ’m 
interested in knowing about whether or not climate change 1s 
caused by human activity, then seeking insight from climatolo- 
gists at a university or research center is going to more persuasive 
than, for instance, an opinion poll reporting the views of the 
general public. Second, is the authority’s opinion specifically 
related to their expertise? Often, people broaden the scope of a 
person’s authority beyond reasonable levels. A Harvard-educated 
physicist may have an opinion about public educational policy, 
but unless they are also educational policy experts, they may 
not be an authority in the way they are being used. 
This expansion of a person’s authority beyond their 
actual areas of expertise is called a “halo effect.” 
Because a person is a great expert in one area 
does not make them an expert in any other 
area. Finally, does the authority/expert 
have a potential conflict of interest that may 
compromise their credibility as an author- 
ity? Many scientists in the 50s and 60s were 
heavily funded by the tobacco industry to 
. create doubt about the dangers of smoking. 
a Today, major journals require scientists to dis- 
close the source of their funding or other con- 
flicts of interest that may impact their credibility 
on a topic. So, when you are citing an authority, 
make sure they have appropriate expertise, that you use 
them only in their area of expertise, and that they have no 
conflicts of interests that may bias their recommendations. 


large, a good thing. 
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Faulty Analogy 


Making arguments from analogies is an effective and clear way 
to present an argument to an audience. ‘Typically, you present a 
set of facts and argue that because they are alike in these ways, 
they must also be alike in these other ways. In presentations, 
people often use arguments of analogy in speeches of policy. 
Typically, people argue that if a solution worked in this case, 
it should also work in another case. That is true as long as the 
cases are similar in important respects. What happens many 
times is that the two cases are not similar enough to be com- 
pared. When this happens, we say that it is a faulty analogy. 
Just because a particular university solved their parking on 
campus doesn’t mean that same plan will work on your campus. 
You have to think about where the two universities are located, 
how they receive their funding, how many students they have, 
if they are private or public, etc. If these important characteris- 
tics are different from one university to another, it is unlikely that 
the policy they implemented would also work on your campus. 
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When you enter into a persuasive situation, your task is to build ae 


the most effective persuasive message possible. You may be 
wondering what types of arguments to use. The simplest answer 
is to use all three types of appeals, as you want to hit your audi- 
ence with arguments that build your own credibility, create an 
emotional response, and are based in sound logic and reasoning. 
If you build your argument using only one type of appeal, it will 
be much easier for your audience to reject your appeal. 
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When building your persuasive argument, you also need to 
consider your audience and their likely level of involvement with 
your message and motivation to listen to and process what you 
are saying. If you are speaking to an audience with lower moti- 
vation, the ELM tells us that they will rely more on peripheral 
cues to make a decision. In these situations, it is advantageous to 
include ethical and emotional appeals, as the audience will spend 
less time considering any logical 
arguments you make. In contrast, if 
you are speaking to a highly moti- 


If you build your 


vated audience, it is essential that argument using 
you have strong logical arguments only one type of 
that cannot easily be picked apart. a 
While a highly motivated audience appeal, t wil be 
will certainly care about the credi- much easier for 
bility of the speaker, if the speaker’s your audience to 
arguments and facts do not hold up, reject your appeal. 


they will not be persuaded. 


How to Approach a Hostile Audience 


In everyday life it is difficult to face an audience that we know 
disagrees with our position. In fact, we think it is just about the 
most nerve-wracking task you can undertake. But if you think 
about it in advance and learn everything you can about your 
audience and their position, you can plan for it and make it much 
more enjoyable for yourself and the audience. Here are some 
tips to consider when facing an audience who doesn’t agree with 
your position. 
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1. Building Identification: Identification is the process of 
demonstrating what you have in common with the opposi- 
tion. What are the values, experiences, etc. that you and the 
audience share? If you can identify those, point those out, and 
move from a place of agreement to disagreement, they will 
be less likely to resist. Sometimes, we forget that we want the 
same things as our audience, but it is how to get there that 
we disagree on. Reminding ourselves and the audience of the 
goals we have in common makes it easier to move forward.” 

2. Show Respect: Acknowledge your respect of them as an 
audience. Just because you disagree on this particular issue 
doesn’t mean that you have no respect for your audience. Show 
your respect to them in the way you deliver your message, 
with the integrity that you use when presenting your mate- 
rial, and with the sincerity in which you approach the topic. 

3. Keep Goals Moderate: As we discussed in the previous 
chapter, when people have small latitudes of noncommitment, 
there just isn’t anywhere to move in terms of persuasion. They 
are going to reject any of our ideas and arguments that run 
counter to their own because their latitude of rejection 1s so 
large. So don’t hope to persuade them in just one presentation. 
Remember, persuasion is a process. Take very small steps. 
Maybe you just want them to listen to your position in your 
first attempt. ‘Then you can take incremental steps building to 
some larger goal. 

4. Use Humor and Likability: This isn’t a time to be defen- 
sive. You want to be as likable as possible. Likability can 
sometimes moderate persuasive appeals.” If you are someone 
who can use humor well, a little levity won't hurt here either. 
However, inappropriate humor will hurt your credibility, so 
use it sparingly.” 

5. Building Relationships: If you have the opportunity to 
research your audience well, you may be able to talk to a few 
of the audience members beforehand. Hearing their concerns 
and incorporating their feedback helps build a bridge between 
your position and that of the audience. You may be able to call 
on these individuals during the presentation to demonstrate 
your sincerity in trying to reach common ground, and many 
times they will lend some support. 
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Chapter Summary 


This chapter has provided a lot of concrete information on imple- 
menting your persuasive argument. We started with the target of 
your persuasive message and discussed questions of fact, value, 
and policy. The chapter then provided methods for organizing 
each of these. We then presented a discussion of how to weave 
appeals to ethos, pathos, and logos into your presentation. The 
chapter also discussed faulty reasoning and some things that you 
should avoid. Finally, we provided some tips for addressing argu- 
ment order and hostile audiences. Keep these recommendations 
in mind as you craft your persuasive presentations. 
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Virtual Presentations 


Objectives 
After this chapter you will be able to: 


mY 


» 


Articulate the differences between asynchronous and syn- 
chronous presentations. 

List the advantages and disadvantages of virtual presen- 
tations. 

Use basic techniques to record a successful virtual presen- 
tation. 
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Understand the challenges of virtual presentation envi- 
ronments. 


EEE 


In 2018 California experienced the deadliest 
oF and most destructive wildfire season in his- 
tory. The Camp Fire alone ravaged the town 
of Paradise, California—destroying over 
7,000 structures (e.g., homes, businesses) and 
killing over 40 people. And this was just one of 
several wildfires burning in California at the 
time. In this clip, ‘Trevor Hughes, a USA Today reporter, provides 
information about the crisis—specifically talking about how the 
2018 wildfires differ from past years. He joins a C-Span news 
show, Washington Journal, via Skype, since he was on assignment 
in the western United States. As you watch Hughes’s presenta- 
tion, consider the following: 


https://cs.pn/2IDc6LK 


\ What are the differences between presenting virtually versus 
face-to-face? 


\ What considerations did Hughes need to make before and 
during his interview? 

\ What were the strengths of this interview? 

\ How could his interview be improved? 


es 
= 1 


CALIFORNIA WILDFIRES | 


Denver 
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Introduction 


Not all presentations take place where the speaker is in the room 
with the audience. As technology continues to advance and the 
world becomes smaller and more connected, more presentations 
occur over the phone, via the internet, and with the speaker 
and audience in different places. While presentations that take 
place in a mediated context share many of the same fundamental 
principles of a face-to-face presentation, there are some unique 
issues and concerns that you need to consider in order to deliver 
a successful presentation. The ultimate goal of any presentation 
is to tell your story in a way that is compelling and informative. 
In this chapter, we will talk about why virtual presentations 
matter, the different types of virtual presentations, and things to 
consider when delivering and recording a virtual presentation so 
that your story is effectively delivered. 


Why Virtual Presentations Matter 


The primary reason you need to be aware of virtual presenta- 
tions is because they are becoming increasingly common. Since 
the invention of radio and television, people have been able to 
communicate to widespread audiences. ‘The technology was not 
available for the average person to use, and few people could have 
imagined that one day an individual could stream themselves on 
the internet to people around the globe or take questions from 
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an audience member more than a 1,000 miles away. Television 
and radio were intended for mass audiences, so the types of 
presentations that the majority of people give in their personal 
and professional lives were not appropriate for these mediums. 

The idea that people could use technology to conduct meet- 
ings and give presentations began in the early 1960s when AT&T 
developed the idea for what they called the Picture Phone. When 
callers used this special device, they could see a picture of the 
person they were speaking to. Although primitive by today’s 
standards, this was the first time that an image was transmitted 
directly through a phone. In the 1990s, the capacity for video 
conferencing continued to increase, but it required specialized 
equipment and expensive infrastructure and networking. 

In the 2000s the internet exploded, which vastly increased 
the possibilities for virtual meetings and virtual presentations. 
Now, people and organizations have access to free technologies 
such as Google hangouts or virtual meeting programs like 
GoToMeeting or Skype that allow anyone with a screen and an 
internet connection to virtually meet with anyone around the 
globe. The advancement of technology along with increased 
access means that more and more people experience both giving 
presentations and being the audience for virtual presentations. 

Another reason you should consider virtual presentations 
and take the time to learn how to do them well is because 
of the factors that make them unique from traditional 
face-to-face presentations. An obvious difference is 
that the audience, or the majority of the audience, 
is not in the same room as the speaker. As we 
will discuss later in the chapter, presenting to 
an audience you cannot see provides a unique 
set of challenges. Another key difference is 
the potential permanence of the presentation. 
When a presentation is posted to a public 
forum or website, it can be shared and viewed 
multiple times. If your presentation is used 
for internal purposes, it may be archived and 
made available to employees and clients for a 
long period of time. Because of this, it is even more 
important to be accurate and clear in what you say. 7 
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If you include incorrect information or improperly give credit to 
a source, there is a recorded account of what you have said that 
others can go back to. 

The way an audience participates and provides feedback 
to the speaker can also be very different than a face-to-face 
presentation. In a traditional face-to-face presentation, the audi- 
ence is providing continuous feedback through their nonverbal 
communication. A speaker who is paying attention and reading 
the audience can tell if an audience is confused, bored, or angry. 
If you have prerecorded your presentation, you will have no way 
to know how your future audience will respond. Even when you 
are presenting live, it can be difficult to have a good idea of 
how your audience is responding to what you are saying. If you 
are giving a presentation using some type of virtual meeting 
software, you may be able to see your audience while you are 
speaking. Often though, especially if you are speaking to a larger 
audience, you will be unable to see your audience, so you cannot 
rely on their nonverbal cues for feedback. 

This does not mean that there are no forms of feedback for 
virtual presentations. Following a prerecorded presentation, 
audience members can contact the speaker directly to comment 
on the content. If the presentation is shared in a public space 
such as YouTube, viewers can post comments. While the speaker 
cannot incorporate that feedback in the presentation that has 
already been shared, he or she can adapt future presentations or 
decide to share additional information with the audience. In a 
live presentation, there are more options for immediate feedback. 
Many virtual meeting tools allow speakers to do things like take 
polls during the presentation, or viewers and listeners can press 
a button to raise a hand or applaud to show their agreement or 
support for an idea. 

Another difference between traditional face-to-face and vir- 
tual presentations is the interaction with the audience. Depending 
on the format of your presentation, there will be different ways that 
you as the speaker can interact with the audience and get them 
involved in the presentation. If your presentation is prerecorded, 
your interaction will take place after the audience has viewed 
it. It is always a good idea to include your contact information 
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at the end of your presentation so those who have questions or 
comments can send them to you. Some presentation tools have 
a chat feature where participants can type and send comments 
to both the presenter and other participants. Depending on the 
size of your anticipated audience, it can be helpful to have a 
moderator who monitors the discussion feed and lets you know 
if a question or comment needs to be addressed. 


Types of Virtual Presentations 


When thinking about virtual presentations, there are two basic 
types you need to know: asynchronous and synchronous pre- 
sentations. Asynchronous presentations are presentations 
where the presenter and the audience do not experience the 
presentation at the same time. In other words, the presenter will 
record the presentation, and the audience will view or listen to 
that recording at a different time. Synchronous presenta- 
tions are presentations that the presenter and audience expe- 
rience simultaneously. In a virtual setting this means that the 
presenter is speaking, and the audience is listening or watching 
live. Some presentations are initially given synchronously and 
then are made available for future viewing, making them a 
hybrid of synchronous and asynchronous styles. When preparing 
for a virtual presentation, it is important to know what type of 
presentation you are giving so you can adequately plan. 
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Asynchronous Presentations 


Asynchronous presentations are not dependent on the speaker 
and audience experiencing the presentation at the same time. 
There are several common types of asynchronous presentations, 
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including video presentations that are recorded and posted 
online or sent directly to audience members. If you have ever 
taken an online course where your instructor has posted a lec- 
ture, or you have watched an online video so that you could learn 
how to change a tire or frost a cake, you have experienced an 
asynchronous presentation. More and more companies are using 
virtual presentations to conduct employee trainings. ‘These pre- 
recorded sessions can be accessed and viewed whenever they are 
needed. Podcasts, which have been increasingly growing in 
popularity, are another example of prerecorded content that is 
made available to the audience to listen to whenever they 
would like.? 

One of the benefits of an asynchronous presentation 1s 
that you have time to prepare and record your presentation 
prior to it being seen by your audience. This also means that 
your audience will most likely hold you to a higher standard 
in terms of your delivery and production. If you are stumbling 
over your words or have lost your place in your presentation 
and there is a long pause, your audience may wonder why 
you did not take the time to record your presentation again. 
Because of the importance of being accurate in what you say, it 
can be helpful to write out a manuscript of your presentation. 

Another advantage of asynchronous presentations 1s that the 
audience is not tied to a certain time 
to view it. This is particularly valu- 


able if you have a dispersed audience Asynchronous 
who are living in different time zones presentations are 
across the country or around the not dependent 
world. Asynchronous presentations 

can also be made available for a long on the speaker 
timeframe. In the case of a training and audience 
video, for example, it can be used experiencing the 
multiple times. This can save you, the presentation at 
presenter, time, and in turn, this can the care tane 


save your organization money. 

For the audience, one of the bene- 
fits of an asynchronous presentation is that they can go back and 
watch it again or watch parts of the presentation again. As you 
learned in Chapter 8, how-to videos have become increasingly 
popular on YouTube. If you are watching a video to figure out 
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how to set up your new programmable thermostat, you can 
pause, rewind, and re-watch as needed. Some college instructors 
will post their lectures online for students so students can go 
back and listen to parts that they found confusing or just need 
to hear again. 


Synchronous Presentations 


During a synchronous presentation, the audience is listening and 
watching the speaker as the speaker is presenting. Examples of 
virtual synchronous presentations include virtual meetings and 
webinars. In these situations, the audience is seeing or hearing 
your presentation as you present. A common example of a syn- 
chronous presentation is a virtual meeting when the meeting 
participants are in different locations. Live webinars where 
participants call or log-in to listen to your content are another 
example. Sometimes synchronous presentations will be recorded 
and made available after the live presentation, effectively turning 
a synchronous presentation into an asynchronous presentation. 

One of the advantages of a synchronous presentation is that 
there are ways to receive immediate feedback from the audience, 
and it is also possible for the audience to participate in ways 
such as asking or responding to questions. ‘The possibility for 
interactivity can keep your audience more engaged and involved 
during the presentation. The presenter can use the feedback to 
adapt and change the presentation while speaking. For example, 
you may notice that something seems to be confusing to the 
audience. After noting this, you could find a way to clarify the 
information or think of a new way to explain it. 

One disadvantage of a synchronous presentation is that it is 
time bound, and the speaker and audience must be participat- 
ing at the same time. This can become more challenging when 
participants are located in several different locations in different 
time zones. Another disadvantage as compared to an asynchro- 
nous presentation is that it is live, so you cannot rerecord if you 
make a mistake. ‘This means you need to be prepared and ready 
to go. It also means that if there is a mistake or error, you need 
to be able to continue with your presentation as you cannot stop 
and start again. 
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Special Considerations 


Technology 


One of the most challenging parts of a virtual presentation can 
be the technology. Challenges can arise from not understanding 
how the technology works as well as technical difficulties, when 
the technology does not work as expected. Because technology 
is always changing and evolving, we will not take the time to 
discuss how to use specific technologies here. Instead, we will 
discuss some basic guidelines and tips to ensure that your tech- 
nology does not trip you up. 

When selecting a technology to use, you will want to consider 
which features you want and need for your presentation. Does 
your face need to be on the screen, or does you audience only 
need to hear your voice? Are you going to use visual aids such as 
slides, or will you just be showing your face? Do you want only 
your slides or computer screen to show and not have your face 
appear on screen? These are all decisions you will need to make. 
After making them, be sure that the tools you are using allow you 
to present in your desired way. 

One of the most important things you can do is test the tech- 
nology before the presentation. Ifyou are using a virtual meeting 
tool or Skype, take the time to log in before your presentation to 
make sure you can get onto the system and are familiar with how 
to control the audio, share your visuals if you plan on doing this, 
and how to see or interact with the attendees of the presentation. 
Running through your presentation in the virtual setting is a great 
way to ensure you are comfortable using all of the tools within the 
platform. ‘Take some time before you record to see if your lighting, 
camera angles, and audio levels are what you want them to be. 
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You also need to have a backup plan for how you will handle 
any technical failures or challenges. If the internet is down and 
you cannot join the virtual meeting with your laptop, you may 
have the option of dialing in on your phone. This will not allow 
you to be on camera, but you can at least deliver your presen- 
tation. If you are hosting a webinar and multiple attendees are 
having trouble logging on to the system, you will want to have a 
plan in place for how you will handle the situation. 


What is court packing and why does it matter? Thomas Keck, a 
Political Science Professor from Syracuse University, addresses these 
questions as he shares the history of Supreme Court size restrictions and 
appointments. He presents the information over the phone on Washington 
Journal, a news show that airs on C-Span. As you listen to this clip, think 
about what the pros and cons are of presenting without being seen. 
What special considerations did Professor Keck need to make before 
and during his presentation, knowing that the audience would only hear 
his voice? 


HISTORY OF "COURT PACKING" 


— 
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Thomas Keck 
Syracuse University 
Political Science Professor 


C-SPAN 


On the Phone 


https://cs.pn/2F50ZbP 


Recording the Presentation 


When you are recording a presentation or streaming it live, there 
are things you need to consider in terms of production. This does 
not mean that you need a professional videographer or extensive 
editing skills in order to produce a quality video. ‘There are some 
key things you can do to improve the quality of your recording, 
which in turn will help you share your story more effectively. 
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Lighting 

Any professional photographer will tell you that lighting is the 
key element to a great image. Things to consider are having 
enough light, as well as the position of your light. Whether you 
are filming yourself using a web camera, or someone is filming 
you, you want the main source of light to be behind the camera. 
If your main source of light comes from a window, for example, 
set up the camera in front of the window so that the light is hit- 
ting you from the front. Having your main source of light behind 
you will cast shadows and make it difficult for your audience to 
clearly see you. You should also make sure that there is enough 
light in the filming area so that your audience can clearly see 
you on video. 

If possible, avoid having overhead or ceiling lights be your 
main source of lighting. ‘These can cast shadows on the face and 
cause dark circles around the eyes. If you wear glasses, check to 
make sure that there is not a glare from the lights. This glare 
will distract the audience and limit the amount of eye contact 
they perceive. 


Positioning the Camera 


Another thing you need to consider is where the camera will 
be positioned. You already know that it should be in front of 
the light source, but you also want to consider how close or far 
away you want the camera shot to be. Some of this will depend 
on what type of presentation you are doing and how much your 
audience will need to see. If your audience does not need to see 
your entire body, a shot of you from your elbows or shoulders up 
is a great option. You don’t want to be zoomed in so close that 
the top of your head is cut off. Be close enough or zoom in the 
camera enough that it feels like you are close to the screen and 
not too far away or removed. A good rule of thumb 1s to imagine 
the screen is cut into thirds both vertically and horizontally. 
Instead of centering the image, place your subject into one or 
two of the thirds. This provides more visual balance and interest 
in your shot. 
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Thirds Rule 


Using Rule of Thirds 


Subject Centered 


If you are using a phone or tablet device to record your 
presentation, you will want to film in landscape instead of the 
vertical position. The wider landscape shot is the size you need 
to fill a frame if you share your video online. If you shoot in the 
vertical format, your video will have two black stripes on the side 
when your audience views it. 


Camera Stability 


It is essential that your camera is held steady throughout your 
presentation. A shaky or wobbly camera will lead to a shaky and 
wobbly video. If you are using a free-standing camera or even 
your phone, your best bet is to use a tripod. If you are using a 
camera built into your computer, be sure that it is resting on a 
stable and even surface. 


Audio Quality 
Nothing can Nothing can ruin a virtual presen- 
ruin a virtual tation more quickly than poor audio 


presentation more quality. Before filming, you should 
; always test your microphone to make 
quickly than poor sure it is working. Check to see if you 
audio quality. are sitting too far away from it or 
too close. Talking too closely into a 
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microphone can make your voice sound overpowering. It can also 
magnify the sound of your breathing which can be both annoying 
and distracting to your audience. If you notice a lot of static or 
squeaking during your test recording, you will want to find a new 
way to record your audio. An inexpensive external microphone 
can be a great investment if you anticipate doing frequent virtual 
presentations. Ifyou are recording using your computer, using ear- 
buds or headphones with a built-in microphone is a good option. 

Related to the issue of audio quality is minimizing any type 
of background noise. Whether you have prerecorded your pre- 
sentation or are delivering it live, you want to be sure that there 
is no distracting noise in the background such as other people 
talking or a television program. Be sure to find a quiet place 
to record your presentation. While delivering a synchronous 
presentation, it is a good idea to post a sign on the door letting 
people know that a recording is in progress so they do not walk 
in on the middle of your presentation. Another audio issue is 
ambient noise that you may not notice but can be amplified in 
the background of your audio. These are noises such as fans, air 
conditioners, or other machines. Turn off what you can and place 
your microphone away from any sources you cannot turn off. 


Background 


Another thing to consider is what is in the background of your 
camera shot. It can be easy to forget that the camera 1s not just 
capturing you, the speaker, but also anything around or behind 
you. A solid, neutral background such as a plain wall is a great 
option. If that is not possible, you will want to make sure that the 
background is not too distracting A wall filled with pictures and 
posters, for example, could distract your audience or provide too 
much contrast. You also want to be careful that there is nothing 
offensive or potentially embarrassing in the background. For 
example, if you are working from home and skype into a business 
presentation to give your sales update, be sure that a pile of dirty 
dishes or laundry is not in the shot. 
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Delivery Factors 


While the basic rules of good delivery still apply in any type of 
presentation, being on camera requires special considerations. 
One thing you need to consider is where you should look while 
you are recording. In a live presentation, you know to make 
extended eye contact. When you are not looking at your audi- 
ence because they are not in the same room with you, you may 
not be sure where to look. If you are delivering your presentation 
directly to your audience, you will want to look directly into the 
camera, imagining that the audience is sitting just on the other 
side of the camera or screen. This can be tricky when using a 
camera that is built into your computer or laptop. People have 
a tendency to look into the middle of the computer screen, a 
location where they often have notes or visual aids. ‘The problem 
with this is that the camera is generally at the middle top of the 
computer, and this is where your eyes should be directed. If you 
are giving a presentation in which you are interviewing someone 
or someone is interviewing you, you will want to look at that 
person rather than directly at the camera. 

Another delivery factor that you need to consider is what you 
are wearing. Just like any presentation, you will want to be sure 
that you are dressed in a manner appropriate to the situation. 
Because you will be on camera, you also need to consider the 
color and pattern of your clothing. Shirts with large colorful 
patterns or stripes should be avoided, as they can be distracting. 
You also want to avoid wearing all white or black, as these can 
cast shadows and reflect or absorb the light. Neutral or light 
shades tend to look best on camera. In terms of accessories, you 
want to avoid large jewelry or ties with bold patterns that will 
again distract your audience. 

When giving a virtual presentation, you also need to be 
aware of your vocal quality. We discussed earlier the importance 
of having a high-quality audio in terms of the quality of your 
recording. We are now talking about the way your voice sounds. 
When delivering a live presentation or prerecording a presenta- 
tion, it is important to still sound conversational and natural. 
This can be challenging when you have a prepared manuscript. 
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While you will be reading from that script, you do not want it to 
sound like you are reading to the audience instead of talking 
to them. 

The way that you move and gesture during a virtual pre- 
sentation will also be different. When you are on a camera, any 
movement or gesture you make is magnified, especially if you are 
recording a close-up shot. There is only so much room on the 
screen, and a lot of movement of your 
hands or swaying or walking back 


and forth will take up a lot of space Nervous a 
and be visually distracting. Nervous adaptive gestures 
or adaptive gestures such as twirling will become even 
a pen or fiddling with your hair will more noticeable 
become even more noticeable on 

on camera. 


camera. If you are using your com- 
puter to record your presentation, 
it may make the most sense for you to sit in front of the screen. 
Be aware that when sitting, you may appear to have lower energy 
than when you are standing. You may want to arrange your 
camera so that you can stand and present. Otherwise, be sure 
you are presenting with strong energy. 


There are many factors to consider when preparing for and delivering a 
virtual presentation. In this clip, Dr. Steven Levitsky, a Professor from 
Harvard Unversity, discusses how “democracies die.” He presents via 
a video link, which allows him to be seen and heard. As you watch 
this clip, make notes about the factors that are associated with effective 
virtual presentations, such as lighting, camera positioning and stability, 
audio quality, background, and delivery factors. 
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Time 

Just like any presentation you give, the length of your presenta- 
tion is important. It is always important to be respectful of your 
audience’s time. If you have promoted a webinar as lasting for 
30 minutes, you need to be sure that you are done within that 
timeframe. If you are giving a presentation during a meeting, 
you will want to treat your timing the same as you would if you 
were attending the meeting in person. 

Another thing to consider when creating virtual presenta- 
tions is the attention span and overall attention of your audience. 
Because you are not in the same room with your audience, it 
is easy for them to multitask while you are speaking. Someone 
who is attending a webinar may be listening to the speaker but 
also checking his email. This phenomenon, known as divided 
attention, is always a potential challenge when you are speaking 
but becomes a greater challenge when audiences are not in the 
room with you. For an asynchronous presentation such as a video, 
there is also the possibility that your audience will lose interest 
and simply stop watching or skip forward to the information they 
want. Often, audiences have other options. If the video someone 
is watching to learn how to program the thermostat is too long 
or confusing, he or she can quickly search for another video and 
find one that is more appealing. 

There are several things that you can do to keep your 
audience focused on your presentation. One is to keep your 
presentations short and to the point. It is important to include 
all needed information, but consider how you are conveying that 
information and avoid including unneeded information. If you 
can convey your idea in ten minutes, do so rather than recording 
a 20-minute presentation that rambles more and gets off track. 

You also want your information to be needed, informative, 
compelling, and interesting. If the information you are sharing 
with your audience is information that they need and will be 
useful to them, they are more likely to attend to your presentation 
rather than doing other work or responding to emails. ‘To help 
audiences see the utility of your information, you can outline 
the relevance for them. Additionally, conducting an audience 
analysis before your presentation can help you to determine what 
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information will be the most useful to your audience. If you are 
including visuals, which we will discuss in the next section, it 1s 
also a good idea to change the visuals frequently so your audience 
does not get bored looking at the same thing. 

Consider ways to engage your audience and get them to 
interact with your content. Even if it is not practical or feasible 
to have audience members respond to questions, you can include 
questions followed by a pause. If I am delivering a presentation 
on better investment options, I could ask the audience to quickly 
list their financial goals. Even if those goals are not shared, by 
engaging in this activity, the audience has participated with 
the content and is more likely to be mentally involved with 
the presentation. 


Using Visual Aids 


Virtual presentations can also present a challenge in using visual 
aids. You may be wondering how you can show your visuals 
to your audience, what types of visuals work best in virtual 
presentations, or if you even should use visual aids. As we think 
about using visual aids in virtual presentations, it is important 
to consider the Cognitive Theory of Multimedia Learning that 
was discussed previously in this textbook. Remember that the 
primary function of a visual aid is to increase audience under- 
standing. When deciding what, if any, visual aids to use during a 
virtual presentation, you should go through the same process you 
would if you were giving a traditional face-to-face presentation. 

Once you have decided to include visual aids, you want to 
be sure that you have the appropriate technology and/or tools 
to display your visuals in a professional way to your audience. 
For some virtual presentations, you will be showing or teaching 
your audience how to do something, and you will want to use 
actual objects. You will need to film your presentation in a way 
that the audience can clearly see the components of the task so 
they can emulate your actions. If your presentation is on basic 
first aid techniques and you are teaching your audience how to 
bandage a cut, the camera should be close enough so that your 
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audience can clearly see where you are placing the bandage and 
how you are wrapping the bandage. If your camera shot is too 
far away, the audience will not have a clear image of what to do. 

In other presentations, you may want to use images and 
presentation slides. This is a very viable option for virtual pre- 
sentations, but you need to be sure you have the appropriate 
technology to share your visuals in a professional way. It is usually 
not a good idea to project your slides on a screen like you would 
during an in-person presentation and film yourself standing near 
the screen. It is difficult to record both the screen and the speaker 
clearly. Instead, you will want to use your technology to share 
or capture your screen so that your visuals are clearly displayed 
on the screen for the audience. You can then use your mouse to 
point to different features on your visuals or use animation such 
as arrows or circles to help focus your audience on key parts of 
the visual. 

Many programs have an option where you can toggle 
between a camera shot of the speaker and your images or 
slides. They may also have an option where the screen 
can be split between the visual and the speaker. 

This style of filming is known as a talking head 
video. Based on what the Cognitive Theory of 
Multimedia Learning tells us, it is better to 
toggle between the views than to have the 
image of you speaking competing for atten- 
tion with your visuals. Cognitively, your 
audience cannot effectively pay attention to | 
both the images and words on the visuals and 
watch and listen to you speak. Additionally, 
you do not want your visuals to compete for 
their attention. When you are not talking about 
your visual, you do not want it to be on the screen. 
You also do not want the majority of your slides to be 
comprised of text. As you previously learned, your audience 
will start to read your slides instead of listening to you. 
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Toggling between Viewing Modes 
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When you aren’t referencing the slide, you should toggle the viewing 
mode back to full camera. 
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Chapter Summary 


In this chapter, we discussed how common virtual presentations 
have become and why it is important to learn how to deliver 
a virtual presentation effectively. The chapter then highlighted 
some of the major differences between virtual and face-to-face 
presentations and discussed the two types of presentations, syn- 
chronous and asynchronous. The chapter then provided several 
technical aspects to consider when preparing for, delivering, 
and making your virtual presentation available. Finally, the 
chapter described how to effectively include visual aids in your 
virtual presentation. 
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Small Group 
Communication and 
Presentations 


Objectives 
After this chapter you will be able to: 


mY 
mY 
mY 
mY 
» 
m 


Define small groups. 

Articulate the role of communication in small group work. 
Delineate the five group formation processes. 

Identify group member roles. 

Discuss the role of conflict in groups. 
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Prepare for a group presentation. 


(EEE 


C-SPAN 


[a] What is a doomsday clock and who decides 
4. the time to which it is set? This clip answers 
these questions as a group of scientists from 
The Bulletin of the Atomic Scientists discuss the 
adjustment to the doomsday clock. In 2018 the 
group moved the clock 30 seconds closer to 
midnight—which signifies Doomsday or the 
end of the world. During the group presentation, the scientists 
explain why they decided to set the metaphorical clock to 11:57.30 
pm. As you watch this clip, consider the following: 


https://cs.pn/2XCDm3v 


\ Who are the group members? 

What was the goal/purpose of the group? 

Does the group seem prepared/practiced? 

What are the strengths of this group presentation? 


GIA dA A 


How would you improve this group presentation? 
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Introduction 


Small Group 


A small group is at least three people who share a common 
purpose and/or work together to achieve a desired goal. People 
who are part of a group tend to experience a sense of belonging 
and regularly interact with as well as influence each other. This 
definition captures two key aspects of small groups—the pursuit 
of a goal and the formation of relationships—both of which are 
facilitated through communication between group members. 
Let’s unpack this definition further. 


Size 

Communication scholars agree that the minimum number of 
members to constitute a small group is three—less than that and 
you are forming a dyad (only two people) or engaging in intra- 
personal communication (interactions with the self). However, 
there is not consensus about how large a small group can be. 
Some people say the threshold is 12 while others argue that the 
cut off is as high as 20.' 


Goals and Relationships 


Communication plays an important role in small groups, 
given that interaction between groups members is essential to 
forming interpersonal relationships and achieving the group 
goal—whatever that may be. The larger the group, the more 
likely for sub-groups and/or barriers to emerge, and these may 
limit the interaction between the group as a whole. Think about 
Greek organizations on campus. The houses are large enough 
that subgroups (pledge classes) are formed. This subgroup may 
interact well with each other, but not with other subgroups in 
the house. 
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Furthermore, a group that is too big may be less engaged 
with the task—thus impacting group outcomes (e.g., if the goal is 
achieved).” Success in small groups necessitates communication, 
or the interactions that occur between the group members. With 
that said, being able to communicate in groups (e.g., holding 
productive meetings) as well as part of a group (e.g., presenting 
findings during a professional conference) are important aspects 
of oral communication. 

While communication is essential to small groups, it is not 
uncommon to experience anxiety related to communicating with 
and in a group. In fact, group communication is one of the four 
speaking contexts addressed by McCroskey’s Personal Report of 
Communication Apprehension (PRCA-24) that was previously 
mentioned in Chapter 2.° As a reminder, this instrument mea- 
sures the level of apprehension a person experiences in a variety 
of speaking contexts, including dyads, groups, meetings, and 
public presentations. 


Level of Apprehension 


What is your level of apprehension when communicating in a 
small group? Find out using McCroskey’s PRCA-24: https://www. 
jamescmcecroskey.com/measures/prca24.htm. 


In the remainder of this chapter, we will review group processes, 
explain the role of conflict in group work, and share best practices 
for group presentations, before discussing ways to lead question 
and answer (O&A) sessions. 


Questions to Think About 


» How would you define a small group? What are the key 
characteristics? 

» Why does group size matter? Have you ever been part of a group 
that was too big? How many people were a part of it? 
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Group Work 


Group work focuses on the goal/task component. It consists of 
people “working together in a group small enough so all members 
can contribute to the assigned task”—or work toward a common 
goal.* Group work is an inevitable part of life, especially in the 
workplace where co-workers must collaborate in ongoing as well 
as temporary groups to oversee projects. For example, a group 
of doctors and researchers from Indiana University and Purdue 
University combined resources to develop a new ‘Type I diabetes 
therapy, which has shown promise in the lab and is now being 
administered to dogs that suffer from diabetes.’ In this case, 
the group that is working on this project includes people from a 
variety of specialties such as endocrinologists, surgeons, veteri- 
narians, professors, and graduate research assistants, all of whom 
are working together to achieve a common goal—understanding 
how/if this therapy works to mitigate the effects of diabetes in 
dogs and if the findings can have implications for humans. 
Diversity is an important aspect of group work. Whether it 
manifests as different areas of expertise as in the case above, 
or demographics differences, diversity allows for divergent 
thinking to emerge. Divergent thinking is the ability for groups 
to examine an issue from a variety of viewpoints. In fact, diverse 
groups, those that are heterogeneous as opposed to homogeneous, 
have been shown to be more creative as they work together to 
achieve a common goal/purpose, given that they are able to 
consider alternative perspectives and access sometimes hidden 
and/or marginalized information. As a result of this process, 
diverse groups have been linked to better group outcomes.° 
Group work is also a reality in higher education given that 
many college-level courses incorporate group work into the 
curriculum.’ There are documented benefits of group work in 
higher education, which include developing relationships with 
classmates, improving perception of class, and increasing self-es- 
teem.*® However, even given these advantages, some students 
report not liking group work because of negative past experiences, 
interpreting assignments, navigating personalities, and/or man- 
aging underperforming groupmates.’ These experiences lead to 
the concept of group dread." This term refers to the negative 
feelings (e.g., apprehension, fear, dislike) “that arise when facing 
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the possibility of having to work in a group.” Establishing clear 
expectations can help mitigate feelings of group dread as group 
members establish rules for communicating. 


Setting Expectations 
When you form a group, set expectations for communication, like how 
you will communicate (e.g., group meetings, email) and how often 
(e.g., daily, weekly, as needed). You and your group should formalize 
these expectations by creating a group contract (see a sample group 
contract at the end of this chapter). What are some of the items that 
your contract will cover? What sort of timeline will you use to struc- 
ture your contract? How will you hold people accountable to the 
expectations documented in the group contract? 


all & Lindsey B. Anderson 


Group Processes 


One of the reasons it can be difficult to form groups is because 
of the intersection of building interpersonal relationships while 
working toward a common goal/task.'' Tuckman’s updated 
model of group formation” describes five phases of the group 
lifespan: (1) forming, (2) storming, (3) norming, (4) performing, 
and (5) adjourning. 
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Forming and Storming 


Group Lifespan Sequence 


Forming is the first phase of the group lifespan sequence. It 1s 
the time when the group first comes together. In other words, it 
is the orientation stage where the group learns about each other, 
starts to delineate roles, establishes rules, and defines the goal. 


Storming is the second phase of the group lifespan sequence. 
This phase is marked by conflict as the group starts to make 
sense of their roles, interpersonal relationships, and the task at 
hand. Here, conflict is necessary in order for group norms to 
emerge.'® 


Conflict 


Conflict is a disagreement or argument that occurs between 
two or more parties. Based on this definition, conflict sounds like 
something to be avoided. No one wants to argue with their group- 
mates, but conflict is an important process within group work. 
It is not an inherently negative process as the name/definition 
suggests, but is a way for alternative view points/perspectives to 
emerge and benefit the group outcomes. With that said, there are 
two primary types of conflict that occur in groups: destructive 
conflict and constructive conflict. Both of these types of 
conflict can arise out of a variety of factors, such as interpersonal 
strife, leadership struggles, pressing deadlines, and perception of 
uneven workload. 


When Engaging in Conflict, Remember “ 

» Conflict can foster negative feelings about the group (members and/or 
the tasks). 

» Some conflict cannot be resolved (and that 1s okay). 

» There are benefits (and consequences) to group conflict. 


Think back to a time you experienced conflict in a small 
group. People probably handled the conflict in different ways; 
some may have ignored the conflict while others were confronta- 
tional, and still others tried to mediate the argument. There are 
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five dominant approaches to managing (not eliminating) conflict 
and they differ in terms of concern for people/relationships 
and concern for self.’? These approaches include the following: 
(1) avoiding, (2) competing, (3) compromising, (4) accommodat- 
ing, and (5) collaborating, and they all vary in terms of concern 
for other people and concern for yourself.'® 


Kilman and Thomas’ Conflict Management Approaches 


Competing Collaborating 


Compromising 


Concern for Self 


Avoiding Accomodating 


Concern for Others 


The Five Approaches to Manage Conflict 


I 


Avoiding: People who take this approach try to ignore con- 
flicts or disagreements, which is problematic because it doesn’t 
allow for fellow group members (or self) to express differing 
viewpoints and, as such, doesn’t provide space for these alter- 
native ideas to rise to the surface. In all, an avoiding approach 
indicates low concern for self and the group. 

Competing: The goal for a person who takes a competing 
approach to conflict is to win, regardless of the consequences 
to the group. This approach is marked by a high concern for 
self and low concern for others/relationships. 
Compromising: Compromising is best described as a mid- 
dle-of-the-road approach to conflict where common ground 
is sought out. Here, people taking a compromising approach 
will try to make everyone happy by finding a win-win (and 
sometimes a lose-lose) solution. 
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4. Accommodating: People who take an accommodating 
approach to managing conflict will give in to the wishes of 
another just to eliminate the source of conflict. In other words, 
one person in the conflict and their viewpoints are prioritized 
(high concern for other) while the self is minimized (low con- 
cern for self). 

5. Collaborating: Here, people look for ways to solve the con- 
flict that involves both high concern for the self and others (in 
this case, the group). In this way, a collaborating approach 
allows for dissenting ideas to be shared and debated in a pro- 
ductive way that may encourage better group outcomes. 


Questions to Think About 


» What is conflict? How would you define it? 

» Is conflict always a bad thing for groups to experience? When is it 
necessary? 

» Which conflict style do you think 1s the best? Why? What about the 
worst? Why? 


Your Conflict Style 


Are you interested in figuring out your conflict style? Take the Rahim 
Organizational Conflict Inventory-II. It is a questionnaire with 27 
items that help you determine how you handle conflict.” 


Norming 


Following the storming phase is the norming phase, where the 
groups become settled as members understand their roles as well 
as position themselves in relation to their groupmates. Unlike 
storming, the norming phase is characterized by cohesion as the 
group members begin to work toward the shared goals. 
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What are some common roles that group members adopt? 


Group Roles 


Group roles refer to the functions each person preforms when 
working in a group (e.g., leader, scribe). Other less-known roles that 
facilitate group work also exist. For example, one person may keep 
everyone organized by managing the meetings and reminding the 
group of upcoming deadlines (expeditor), while another person may 
serve as a source of support by encouraging all group members to 
contribute to the project at hand (supporter). 


These group roles are usually informal/emergent (as opposed 
to formal/assigned), which means that it is up to the group to 
determine who should fill what role. Group roles vary based on 
whether the group prioritizes the task (e.g., goals) or maintenance 
of the group (e.g., relationships). Both task and maintenance types 
of roles are productive or positive, as they help to facilitate goals 
or build/strengthen relationships. However, unproductive—or 
negative—roles that are intentionally destructive can also emerge 
in small group work. Below 1s a list of different group roles people 
can adopt. It is organized by (1) task roles, (2) maintenance roles, 
and (3) negative roles.'® 
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What are some common roles that group members adopt? (cont.) 


Task Roles 


These roles contribute to the group’s goal. 


my 


Task Leader: A person who takes on this role is focused on 
achieving the goal. A task leader can take a substantive orien- 
tation (generating ideas—seeing the big picture) or procedural 
orientation (reviewing logistics—hbeing detailed oriented). 
Expeditor: An expeditor creates the group agenda and keeps 
fellow group members on task/schedule. 

Information Giver/Seeker: An information giver/seeker role 
is filled by people who have expertise on a topic and provide 
information that the group needs (givers), and/or the people who 
ask for more information (seeker). Depending on the context, peo- 
ple can enact both of these roles in a group simultaneously. 
Gatekeeper: This role manages communication in the group— 
who talks to whom, when. And, as such, they play an important 
role in encouraging people to speak up and stopping others from 
dominating the conversation/project. 

Recorder: This person documents the group meetings. Their 
tasks usually include drafting minutes/notes that record key 
ideas, happenings, and action items. 

Devil’s Advocate: This person provides alternative or count- 
er-arguments to an idea/decision. This act reduces likelihood 
of groupthink which is a problematic process in which group 
members “try to eliminate conflict and reach consensus without 
critically testing, analyzing, and evaluating ideas.”'’ A devil’s 
advocate reduces the tendency for groups to become insular, or 
dismiss outside ideas/influence. Groupthink and insularity have 
been linked to consequences, such as the Challenger Disaster as 
well as the Volkswagen emissions scandal. 
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What are some common roles that group members adopt? (cont.) 


Maintenance Roles 


While task goals are focused on achieving the group goal, mainte- 
nance roles prioritize the social/interpersonal needs of the group. 
» Social-Emotional Leader: This leadership position is focused 
on the interpersonal dynamics of the group (as opposed to the 
task). 
Supporter: A person who takes on this role provides emotional 
support to the group (e.g., acknowledging the contribution a 
group member makes when they share a great idea). 
Tension Releaser: This role acknowledges the group member 
who uses humor to help create/maintain/build relationships in 
the group. 
Harmonizer: This person is tasked with managing group con- 
flict as it emerges. They help to ensure that conflict is productive 
and moves the group forward in terms of goal and relationship 
development. 
Interpreter: An interpreter fills an important role that tran- 
scends different personalities and backgrounds to be able to 
address/minimize miscommunication in the group. 
Expresser: The expresser is a person who can read the emo- 
tions in the group. This person has high levels of emotional 
intelligence, or “the ability to identify and manage one’s own 


emotions, as well as the emotions of others.””° 


In contrast, if individual agendas are prioritized, it can be detri- 
mental to the group and disruptive to the process. We have all been 
part of a group where these roles are present, and it hurts the group 
process and outcomes. 


370 Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


Small Group Communication and Presentations Chapter 13 


What are some common roles that group members adopt? (cont.) 


Negative Roles 


These refer to the behaviors that are disruptive to the group pro- 
cesses and destructive to the group relationships. Some of these roles 
may be one of the reasons you dislike group work. 

» Social Loafer: A social loafer is a person who does not com- 
plete their share of the group work and/or does not participate 
with the group. They get a free-ride, so to speak, given that they 
tend to isolate themselves and withdraw from the group (e.g., not 
responding to email exchanges, missing meetings). 
Monopolizer: This person dominates conversations in the 
group by talking over others and taking more than their share 
of time. 

Stagehog: A stagehog refers to a person who likes to be the cen- 
ter of attention and, in doing so, publically takes credit for the 
group work. 

Clown/Joker: While humor can be used to enhance the inter- 
personal relationships in groups (see tension releaser), when taken 
to an extreme, it can be disruptive. For example, when people 
joke around so much that it derails the group processes and/ 
or if the jokes/humor are in bad taste, offensive, or even illegal 
(e.g., sexual harassment), the group process and outcomes could 
be impacted. 

Fighter/Blocker/Aggressor: These roles refer to group mem- 
bers who are intentionally argumentative to the extent that the 
group cannot get its work completed successfully. A fighter/ 
blocker/aggressor may cause fights between other group mem- 
bers and put down others and their ideas. 

Cynic: Like the fighter/blocker/aggressor, a person who adopts 
the cynic role only communicates about the negative—and in 
doing so, destroys the group morale. 
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Performing 


Performing is the fourth stage of the group lifespan sequence. 
During the performing stage, tasks are prioritized as the group 
goal is (hopefully) achieved. For example, a small group may 
deliver their final presentation in a public speaking class, a 


Presentations That Matter 371 


Chapter 13 Small Group Communication and Presentations 


research and development team may deliver a report that 
releases the results of clinical trials, or a group of residents may 
hold an event to rally support for a city to increase access to 
public transportation. 


Adjourning 
Adjourning is the final group lifespan phase and reflects how 


groups disband following the assigned task. In doing so, this 
phase marks the end of the group’s lifespan. 


Virtual or Online Contexts 


Virtual, or online, contexts make it both easier and more difficult to 
accomplish group work. How does this medium impact the group 
lifespan phases (forming, storming, norming, performing, and 
adjourning)? 
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to effectively communicate as part ofa team extends past campus 
to your professional life (e.g., providing a status update on a prod- 
uct launch) as well as your civic life (e.g., advocating as part of a 
grassroots group for increased access to public transportation in 
your local community). With that said, it is important to know 
how to plan for and deliver effective group presentations. 
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Best Practices for Planning and 
Delivering Group Presentations 


When planning a group presentation, you will want to divide 
tasks, but share responsibility. In other words, successful groups 
engage in a collaborative process where you develop the presen- 
tation together, but are each responsible for certain components. 
This step requires balance between individual tasks and group 
processes. It may seem easier to assign one person the introduc- 
tion and another main point one, and another the conclusion, 
but this complete division of tasks does not tend to produce a 
cohesive presentation, but rather several mini-speeches that may 
or may not connect with one another.” 

The key idea is that you want the group presentation to 
look cohesive. This means that all PowerPoint slides should be 
uniform. During your planning stage you should agree on the 
template for your slides and stick to one consistent look. Even 
small discrepancies on the slides are noticeable to the audi- 
ence (e.g., shades of color, font, text size). Some organizations, 
including universities, require that all presentations use software 
slides that include company branding. ‘This is a fairly standard 
requirement, so your school may have templates available for 
you to use. Not only should the look of the slides be consistent 
but the language and images used in the presentation should be 
consistent as well. 


Tips for Planning 


\ Schedule updates. Look at the calendar and start setting dead- 
lines for when certain parts of the project will be completed. 

\ Have all group members review all sections. This tip helps 
balance individual work with group cohesion. 

\ Be open to feedback/criticism from group members. Remem- 
ber, you all have the same goal. 
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Format of the Presentation 


Introductions 


The group presentation will have an introduction, just like all 
presentations. The difference here is that you must introduce 
each speaker and their role in the presentation or organization 
in addition to the material that leads into your topic. These 
introductions should give the audience a good feel for each group 
member’s expertise and their contribution to this presentation. 
Simply saying, “This is Tim and he will discuss student wellness” 
is not sufficient. What exactly will Tim address about that topic? 


Speaker Transitions 


Transitions are an important element in any presentation. They 
become increasingly important in group presentations because 
they are the element that bridges one speaker to another. Good 
transitions can help unify the presentation, while poor ones can 
make it seem like one individual presentation after another. 

Here is a good example of a transition: “You have seen from 
our data and expert testimony that mental wellness is an issue on 
our campus. I will now turn the podium over to our residential 
life coordinator who will discuss the programming we have 
designed to address this issue.” 

In an effective transition the speaker sums up the main idea 
of their own portion of the presentation and then previews the 
main idea of the next speaker. It is basically a linking transition 
(see Chapter 6 ) between two speakers. ‘This one device really 
does help the presentation flow from one speaker to another and 
helps to unify the entire presentation. 
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Have you ever wondered what happened to the Mars Rover? In this 
clip a group of NASA administrators announce the end of the Mars 
Exploration Rover project. In their presentation, the three speakers 
provide insights into the project as well as the group work that made it 
possible. As you watch the clip, consider how each speaker is introduced 
and watch how they transition from one person/topic to another. Are 
these introductions/transitions effective? What would you change, 
if anything? 


Tr 


CSPANS 


https://cs.pn/2WtdCoB 


Conclusions 


Just as you want to have a cohesive introduction, you also want 
to have one cohesive conclusion. While individual speakers may 
summarize these sections as they speak, a general conclusion 1s 
a place where you can bring all of the different components of 
the presentation together. Given that group presentations are 
often longer and contain a lot of information, the conclusion is 
especially important. Review all of the key components of the 
presentation. If your presentation is persuasive, remember to end 
with a strong call to action. 


Tips for Presenting 7 


\ Begin by introducing yourself/each other as well as the topics 
you will cover during your presentation. 

\ Make sure to practice transitions from one section/speaker to 
the next. When you transition, use the next speaker’s name. 
For example, “now that I have talked about what composting 
is, Taylor will share the ways we can implement it on campus.” 

\ Remember so summarize the key points from your 
presentation. 
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Practice the Presentation 


One of the keys to a successful group presentation is practice since 
they are more complex communication situations that involve 
multiple people. For example, when you practice as a group, 
consider how the group will move. You will want the speaker 
to be front and center of room, but movement can sometimes 
be awkward (e.g., bumping into a groupmate), so make sure you 
practice physical transitions in addition to verbal ones. 

You and your group will also want to practice with technol- 
ogy. Plan out who will be advancing the PowerPoint, showing 
a clip, etc. Take the time to talk about who will be responsible 
for getting the technology set up (e.g., slide show ready, clicker 
installed, clip pulled up) so the day moves as smoothly as possible. 
Furthermore, since you will not want a group member hidden 
behind a computer, consider using a wireless clicker to advance 
the slides, and practice with the device so you know how to work 
it when your presentation day arrives. 

Besides practice, there are other keys to delivering successful 
group presentations. First, you and your groupmates need to stay 
involved during the presentation. In other words, each group 
member should be an active participant at all times during 
the presentation. Even if you aren’t speaking, you should stay 
involved. Follow along with the person who is speaking and be 
ready to jump in and help if necessary. 

Second, try not to do anything that will distract from the 
presentation while a groupmate is speaking. Resist leaning over 
and whispering to a colleague, and never express disagreement 
with a team member during the presentation. If you have to 
correct something another team member has said, what until the 
presentation is over and simply say that you would like to clarify 
one point that may have been unclear, but do so very carefully. 
This kind of correction could have implications on perceived 
credibility, so proceed with caution. 

Third, it is important for the group members to monitor 
audience member reactions during the presentation. For exam- 
ple, if you notice that the material your group is presenting is 
going over your audience’s head, adapt the content when you 
speak—modify the material to a more appropriate level. You can 
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also monitor the audience’s reaction to any shocking or poten- 
tially emotional material that your group presents. If your pre- 
sentation contains information on money or costs,—by 


) watching the audience you can get a sense of how the 
{ 


audience is feeling about the figures. This kind of 
information 1s invaluable when trying to negotiate 
a deal. 

Finally, expect the unexpected. While this 
phrase may be cliché, it is overused for a rea- 
son. Someone may not show up—they may 
get sick, oversleep, or get stuck in traffic—this 
stuff happens. So now is the time to prepare 
for it. If you built the presentation together, 

then someone can step in and cover for the 
missing group member. With that said, you will 
want to know each other’s roles—maybe even 
assigning “understudies” who can deliver multiple 
sections. You will also want to make sure multiple 
group members know the technology and/or have copies 
of the presentation aids (e.g., PowerPoints). In fact, having a 
back up—saving the PowerPoint in your email, keeping a draft 
in a group member’s Dropbox account, and downloading it 
to another member’s flash drive—is always a good idea, since 
technology doesn’t always work. 


Question & Answer Sessions”? 


You just finished your presentation, and now it is time for the 
question and answer session (Q&A). This is the time when the 
audience can ask you to clarify information or simply ask for 
more information. In some situations, the questions will be 
intended to challenge the information you presented (e.g., an 
academic defense). It is important to know how to effectively 
handle this portion of a presentation. You might deliver an excel- 
lent presentation, but if you struggle to respond to the questions, 
you can easily turn off your audience or lead them to question 
your credibility. 
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Planning for the Q&A Session 


Q&As are a source of uncertainty for many speakers—what 
will the audience ask?, what if I/we don’t know the answer to 
their questions? ‘To help address this source of uncertainty, it 
is important to plan for O&A sessions instead of just passively 
letting them happen. ‘To do so, you and your group will want to 
brainstorm possible questions that the audience may ask. ‘Think 
about your topic/presentation; what would you want to know if 
you were an audience member? If your presentation is persuasive, 
consider what counterarguments to your proposal might be, and 
think ahead about how you will respond to those arguments. 

Besides anticipating possible questions, you and your group 
should also decide how to answer the questions since it is import- 
ant for your group to continue to appear cohesive and organized 
when responding to questions. If several group members Jump 
in at the same time to answer or talk over one another, it creates 
confusion and makes your team seem less professional. 

As such, your group should put together a plan for who will 
tackle each question. There are a couple of ways to approach this 
task. First, it can be helpful to designate one team member as 
the moderator who takes questions from the audience and then 
indicates which team member will respond. Second, you can 
divvy up questions by topic. For example, one group member 
might answer all the questions about finances, while another will 
respond to inquiries about next steps to implement a solution. 
Third, you and your group can also answer questions in a pre-as- 
signed order. For instance, one group member will answer the 
first question and another group member will answer the second 
question and so on. 


Tips for Leading a Q&A Session Presentation 


Leading a successful O&A session starts in the introduction. 
When you preview your presentation, make sure to note that 
there will be a Q&A session. This announcement lets audience 
members start thinking about possible questions to ask as they 
listen to your presentation. Then, as you conclude the presenta- 
tion and start the Q&A session, you will want to set the rules and 
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parameters for the audience. Let the audience know how they 
can ask questions. Do they need to raise their hands, get in a line 
near a microphone, or wait for a moderator to come to them? 

When someone asks a question, the first thing you need to 
do is acknowledge the question and be sure that you understand 
it. If you are presenting to a larger audience, it is a good idea to 
repeat the question so everyone knows what was asked. If you 
do not understand the question, instead of forging ahead and 
trying to answer, take the time to seek clarification. You can ask 
the person to repeat the question, tell them you are not sure what 
they are asking, or tell them what you think they are asking and 
confirm this is correct. 


Focus, Listen, Repeat 


» Focus. If this is a group presentation, make sure all members are 
paying attention to the person asking the question. 

» Listen. Make sure you hear and understand the entire question 
before answering. Ifyou don’t understand what is being asked, then 
pose a clarifying question. 

» Repeat. It is a best practice to repeat the question before answer- 
ing it. That way, everyone, even the people in the back, can hear 
what was asked. 


Once you understand the question, you want to answer 
as completely as you can while being succinct and direct. It is 
okay to take a brief pause to collect your thoughts and mentally 
prepare for how you respond. If you do not know the answer to 
the question, tell your audience. It is unethical to pretend to know 
an answer or to make up information to answer a question. If 
a situation like this arises, thank your audience member for the 
question, and let them know that this is something you need to 
look into. 

Similarly, if you have an audience member who starts to 
dominate the Q&A session by asking multiple follow up ques- 
tions or starts to advance their own opinion rather than asking 
a question, you will want to take control of the situation. One 
strategy is to tell the questioner that you want to give others 
in attendance the opportunity to ask questions. You can also 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


Presentations That Matter 379 


Chapter 13 Small Group Communication and Presentations 


tell the person that you would be happy to discuss the matter 
after the presentation but want to be respectful of the rest of the 
audience’s time. 

Another situation that can arise during a Q&A session that 
you need to be prepared for is if the audience does not initially 
ask any questions. Sometimes the audience needs some time to 
formulate their questions, or audience members may be uncom- 
fortable being the first to speak. A good strategy for handling 
this situation is starting off by posing and answering your own 
question. Saying something such as “a common question people 
ask” or “you may be wondering” is a great way to get the dis- 
cussion started. 

You could find yourself in a situation where a team member 
gives the wrong answer to a question or includes incorrect infor- 
mation in their response. You may wonder what to do when this 
happens. You do not want your team and team member to look 
bad, but you also do not want your audience to have incorrect 
information. A good way to handle this is to add on to your 
teammate’s response with the correct information. You can say 
something along the lines of, “In addition to what Mei said...” 

Keep track of time. ‘Timing, as in all presentations, is import- 
ant in Q&A sessions. And, as such, you should let the audience 
know how long the Q&A session will last. For example, “we 
have 10 minutes for questions today.” You should also let the 
audience know when time is running out. For instance, you can 
say, “because of time, this will be the last question.” This state- 
ment sets the expectation that the O&A session is concluding 
and ensures that it does not end abruptly from the perspective 
of the audience. 

A final tip for leading O&A sessions is to prepare a closing 
comment to conclude your presentation. That way, once the final 
question has been asked or you approach the time limit, you can 
conclude on a strong note instead of saying “that’s all.” This is a 
great opportunity to review your key message. 

Overall, the most important thing going into a O&A session 
with a team is to have a plan for how your group will plan for 
and lead the speaking situation. 


380 Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


Small Group Communication and Presentations Chapter 13 


Questions to Consider 


» What should you do if the question is unrelated or tangential to your 
presentation? 

» What if the inquiry is unanswerable? What if you and/or your 
groupmates don’t know the answer? 

» What will you do if the audience does not ask a question/make a 
comment when the Q&A session starts? 

» What will you do if a group member provides false/incorrect 
information during the Q&A? 


Alternative Q&As Formats 


There are some alternatives to the standard Q&A formats that 
you should consider. First, you may want to open the floor to 
audience reactions in addition to questions. If you take this 
approach, you can ask the audience, “what questions, takeaways, 
or reactions do you have?” Second, if the audience is reluctant to 
ask questions or if your topic is particularly sensitive in nature, 
instructing the audience members to write down questions is a 
way to ease their discomfort since this format allows for them to 
formulate their question before having to ask it. Third, you can 
encourage more audience members to participate in the Q&A by 
directing the audience to pair and share. By this, we mean, direct 
the audience to turn to a neighbor and talk about their reactions/ 
questions. ‘This can also be done in a small group where you ask 
the audience to develop one or two questions per group that will 
then be shared with the larger audience. ‘These inquiries end up 
being better articulated and more developed as the duo/group 
vets them before posing them to the presenter.” 
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So you finished your presentation and now the audience has questions. 
In this clip C-Span founder Brian Lamb asks a group of notable 
historians (Douglas Brinkley, Edna Medford, and Russell Shorto) 
what it means to be an American. Their responses demonstrate best 
practices for participating in Q&A sessions. For example, they planned 
the response order and the repeat question. This clip also shows the 
strength of group work as each participant offers a cohesive answer, yet 
reflects different perspectives in their individual responses (e.g., Pledge 
of Alliance, inclusion/diversity, topography of country). As you watch 
the clip, consider what the strengths of this session are as well as the 
areas in which the group Q&A could have been improved. 


C-SPAN 


DOUGLAS BRINKLEY 


https://cs.pn/218A PbI 
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In this chapter we defined small groups, reviewed group pro- aa 
cesses (forming, storming, norming, performing, adjourning), 88 


and explained the pros and cons of conflict before sharing best 
practices for presenting in a group and leading O&A sessions. 
Hopefully, after reading this chapter, you will feel better equipped 
to communicate as part of a group in academic, professional, and 
civic settings. 
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Sample Group Contract 


Team: Group Presentation Day: 
Topic: 
Group Members 
Name Email Phone 
1. 
2s 
3. 
4. 
Ds 
6. 
Scheduled Meetings 
Date Location Meeting Topics/Objectives 


Expectations & Ground Rules 


Contingency Plan 


What to do with those who do not meet the group’s expectations 


and/or rules: 
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Tasks 

Several people should be working on each part of this presenta- 
tion (e.g., one person should not be doing the entire introduction 
by themself). 

Attention/Introduction: 


Need/Problem: 


Satisfaction 


ee 


Conclusion: 


Agreement 


I have thoroughly read this group contract and agree to its terms. 


Name (Print) Signature Date 


oF Se SS 


384 Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


Small Group Communication and Presentations Chapter 13 


References 


1 


Nn 


Beebe, S. A. & Masterson, J. Y. 2010. “Communicating 1n small groups: 
Principles and practices.” 10 ed. Boston, MA: Allyn & Bacon. 


Henley, A. B., & Price, K. H. 2002. “Want a better team? Foster a climate 
of fairness.” Academy of Management Executive, 16, 153-154. 


McCroskey, J. G. 1978. “Validity of the PRCA as an index of oral 
communication apprehension.” Communication Monographs 45, 192-203. 
doi: 10.1080/03637757809375965. 


Myers, 8. A. & Goodboy, A. K. 2005. “A study of grouphate in a course 
on small group communication.” Psychological Reports, 97, 381-386. dot: 
10.2466/ PRO.97.6.381-386. 


Purdue University 2018. “New type | diabetes therapy shows promise 
for long-term reversals in both humans, dogs.” Eureka Alert: The Global 
Source for Science News. Retrieved from: https://www.eurekalert.org/ 
pub_releases/2018-08/pu-nt1082118-php. 


Gino, F. 2018. “How to capitalize on your team’s diversity.” Sczentific 
American. Retrieved from: https://www.scientificamerican.com/article/ 
how-to-capitalize-on-your-teams-diversity/. 


Brame, C. J., & Biel, R. 2015. “Setting up and facilitating group work: 
Using cooperative learning groups effectively.” Retrieved from: http:// 
cft.vanderbilt.edu/guides-sub-pages/setting-up-and-facilitating-group- 
work-using-cooperative-learning-groups-effectively/. 


Allen, T. H., & Plax, T, G. 2002. “Exploring consequences of group 
communication in the classroom: Unraveling relational learning.” In 
L. R. Frey (Ed.), New Directions in Group Communication (pp. 219-234). 
Thousand Oaks, CA: Sage. 


Keyton, J. 1994. “Going forward in group communication research may 
mean going back: Studying the groups of children.” Communication Studies, 
45, 40-51. 


Sorenson, S. 1981. “Grouphate.” Paper presented at the Annual Meeting 


of the International Communication Association. Minneapolis, MN. 


Tuckman, B. W. 1965. “Developmental sequence in small groups.” 
Psychological Bulletin 65, 384—99. 


Tuckman, B. W., & Jensen, M. A. 1977. “Stages of small-group 
development revisited.” Group and Organization Studies, 2, 419-27. 


Bonebright, D. A. 2010. “40 years of storming: A historical review 
of Tuckman’s model of small group development.” Human Resource 
Development International, 15, 111-120. doi: 10.1080/13678861003589099. 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


Presentations That Matter 385 


Chapter 13 Small Group Communication and Presentations 


21 


23 


24 


Myers, S. A., & Anderson, C. M. 2008. “Fundamentals of Small Group 
Communication.” ‘Thousand Oaks, CA: Sage. 


Rahim, M. A. 2002. “Toward a theory of managing organizational 
conflict.” International Journal of Conflict Management, 13, 206-235. 


Kilmann, R. & Thomas, K. 1975. “Interpersonal conflict-handling 
behavior as reflections of Jungian personality dimensions.” Psychological 
Reports, 37, 971-980. 


Rahim, M. A. 1983. “A measure of styles of handling interpersonal 
conflict.” Academy of Management Journal, 26, 368-376. 


“Group member roles.” In Communication in the Real World: An Introduction 
to Communication Studies (Ch. 14). Retrieved from: https://open.lib.umn. 
edu/communication/chapter/ 14-2-group-member-roles/. 


Beebe, S. A. & Masterson, J. T. 2015. “Communicating in Small Groups: 
Principles and Practices (11'" ed.).” New York: Pearson. 


“Emotional intelligence.” (n.d.). Psychology Today. Retrieved from: https:// 
www.psychologytoday.com/us/basics/emotional-intelligence. 


Barnard, D. 2018. “Guide for giving a group presentation.” 
Virtual Speech. Retrieved from: https://virtualspeech.com/blog/ 
guide-for-giving-group-presentation. 

McArthur, J. 2011. “10 tips for improving group presentations.” Retrieved 


from: https://jamcarthur.com/s2011/11/01/10-tips-for-improving- 
group-presentations/. 


Capecci, J. 2015. “Managing Q&A sessions: The four step process.” DISC 
Profiles. Retrieved from: https://www.discprofiles.com/blog/2015/10/ 
managing-qa-sessions/. 

Wedell-Wedellsborg, T. 2014. “4 ways to fix the Q&A Session.” 
Harvard Business Review. Retrieved from: https://hbr.org/2014/08/ 
four-ways-to-fix-the-qa-session?autocomplete=true. 


386 Presentations That Matter 


Copyright © by Melanie Morgan, Jennifer Hall & Lindsey B. Anderson 


Copyright © by Van-Griner Learning, LLC 


9711 ‘Bulusee7 sau5-ue, Ag © JybiuAdog 
uosjapuy “g Asspulyq 9 |JEH sajluuar ‘UeBJOy| aIUe|aY\y Ag © UBUAdOD 


Presentations That Matter 387 


977 ‘buiures7 Jeuus-ue, Ag @ 1ubuAdOS 
Jajiuuer ‘UueHIOy siuejei\) Ag @ WUbUAdOS 


ee Ae 


uosJap 


Presentation Situations 


Appendix 


After this reading you will be able to: 


\ Understand the various demands of presentation situa- 
tions (toasts, poster sessions, elevator pitches). 


\ Discuss the differences and similarities between presenta- 
tion situations. 


\ Prepare for a variety of presentation situations. 
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Introduction 


From toasts to speeches of introduction—presentational speak- 
ing will play a role in your life. Throughout this book we have 
been looking at the basics of how to plan, construct, and deliver 
informative and persuasive presentations. In this appendix, we 
are going to describe some of the unique situations and contexts 
in which you may find yourself addressing a group. We will also 
be adding in a third category of presentations: presentations 
whose purpose is to entertain. In this chapter, we will cover 
several common presentation situations that you may encounter 
in academic, professional, civic, and personal situations. 
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Poster sessions are a type of presentation that take place at ee 
conferences where a presenter stands in front of a visual aid (often = 2 
a poster) and shares their research/project/concept with confer- Qo 
OO 


ence or meeting attendees as they walk around the space. 
Chapter 9 provided information on how to most effectively create 
and design a research poster. In this chapter, we will focus on 
how to present that poster to others. Poster presentations are a 
very common way that those in the STEM disciplines share their 
research. A poster presentation is unique because rather than 
addressing a group of attendees all at once, the presenter talks to 
individuals who attend the session and come over to look at the 
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poster. Rather than a one-sided presentation, poster presenters 
will generally give a short overview of the project and then will 
engage with attendees in an open dialogue. As such, the structure 
of poster sessions allows for informal discussions about the 
research and tend to be more conversational in nature as they 
encourage one-on-one or small group discussions to emerge. 
However, with the flexibility of this type of presentation situation, 
speakers must be prepared to answer questions and engage in 
dialogue with conference-goers.® 
The first step to starting your 
poster presentation is setting up 


your poster in the provided space. It You need to 
is always a good idea to check with be sure that 
the venue to know how much space your nonverbal 
you will have and if they will provide communication 
materials such as push pins or tape ‘ 

to hang your poster or if you need IS open and 
to bring your own. When hanging welcoming. 
your poster, be sure that it is centered 

and level. 


Once you have displayed your poster, you are ready to begin 
interacting with session attendees. ‘The goal of a poster session 
is to have people come and look at your poster and listen to 
you talk about your research or project. You want people to feel 
comfortable and encouraged to come look at your poster, so you 
need to be sure that your nonverbal communication is open 
and welcoming. If you look bored, angry, and generally like you 
do not want to talk, people will likely avoid approaching you. 
Instead, you should stand to the side of your poster, being sure 
that you are not blocking it with your body. 

After someone approaches, you can begin summarizing your 
research, pointing to any charts, graphs, or visual elements that 
are relevant. After you discuss the first half of your poster, you 
should walk to the other side rather than standing and trying 
to stretch and reach to point out any important elements on 
the second half. You will want to keep your description of your 
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project brief so that the viewers have time to ask questions. The 
more that this part feels like a conversation, the more you and 
your audience will get out of the experience.! 


PechaKucha 


PechaKucha 1s a concise, fast moving, and automated presen- 
tation where speakers present 20 slides that run for 20 seconds 
each—as such, they are sometimes referred to as a 20 X 20 
presentation. During this 6 minute and 40 second presentation, 
speakers talk about a variety of topics. The official PechaKucha 
20 X 20 website? suggests that presenters choose to talk about 
something they are passionate about or that is unexpected. For 
example, you could develop a PechaKucha presentations about a 
project you worked on, like building a Rube Goldberg machine. 

Time is important in the PechaKucha format where the 
20 slides are on a timer so that they automatically advance after 
20 seconds. Given this characteristic, these presentations must 
be well-practiced. That way, you aren’t still talking about one 
image after a new slide has already appeared or awkwardly 
trying to move on after a slide advanced. Adding a timer bar 
to the PowerPoint presentation is helpful so that you and the 
audience know how much time is left on each slide. 

With a format like PechaKucha, you will want to limit text 
on the slides and instead display images that correspond to your 
message. In continuing the Rube Goldberg example, you could 
visually show as well as explain the multiple steps in the process 
to reach the end goal (e.g., toast a slice of bread, zip a zipper). 
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Lightening Talk 


A lightning talk is a brief presentation that is usually part of a 
larger panel of speakers about a central theme. These have 
become more popular recently as alternatives to traditional 
individual presentations at conferences, meetings, seminars, and 
workshops. For example, there may be a panel about trends in 
digital currency (e.g., Bitcoin) where five presenters each speak 
for three minutes about their perspective, experience, or 
research related to the topic. An advantage of a light- 
ening talk is that the audience is able to take in a lot 
of information in a short period of time. 
When preparing for a lightening talk, the 
most important thing you need to consider is 
time. Because your time is limited, you need 
to be focused and succinct. You might have a 
lot to say about a topic, but in this situation, 
you must determine what the most important 
and useful information is for your audience. 
You should have one or two talking points, and 
you need to talk about those points is a succinct 
and concise manner. Be sure to practice your 
presentation prior to your presentation, so you can 
be sure that you are conveying the information in your 
allotted time. 


Three Minute Thesis 


A Three Minute Thesis (3MT) is a short presentation 
where speakers explain their research or a project (e.g., thesis, 
dissertations) in just three minutes. It is usually part of a com- 
petition where speakers from a variety of specialties share their 
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research/findings. ‘This format was created at the University of 
Queensland and turned into an annual speaking competition in 
2008. Since then the 3 MT competition has spread to more that 
600 universities around the world.’ 

While planning for and delivering a three minute presen- 
tation sounds easy, it is a much more difficult task given the 
complexity and sheer amount of information available to share. 
As the official 3M'T website states, “an 80,000 word thesis would 
take nine hours to present. Their time limit ... three minutes.” 
As such, speakers must condense their research as they consider 
the most important content, identify the highlights, and then 
develop it into an engaging presentation for an educated lay-au- 
dience. In doing so, participants improve their communication 
skills—both in terms of planning and presenting. 


Il & Lindsey B. Anderson 


Elevator Pitch 


Elevator pitches are brief, 30- to 60-second persuasive 
speeches. There are two basic types of elevator pitches. The first 
is when you are trying to sell or generate interest about yourself. 
The second is when you are trying to sell or generate interest 
about your organization or your product. The term “elevator 
pitch” comes from the idea of being in an elevator with someone 
and having only the time it takes the elevator to get from the first 
to the top floor to deliver your message. However, you do not 
need to be in an elevator to deliver an elevator pitch. Networking 
events, career fairs, or potential client meetings are all times that 
having a solid elevator pitch can be useful. 

An elevator pitch is a great way to be able to introduce 
yourself to potential employers or other business contacts. If you 
have ever been to a job or career fair, recruiters often start with 
the basic question, “so tell me a little about yourself.” This 1s 
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your opportunity to highlight your skills and capabilities using 
your brief 30-second pitch. (1) Provide an overview of your 
background (who you are and what you do), and (2) discuss how 
you would be a match for a specific company or position (what 
is your goal?). You want to include information and details that 
will make you stand out. Highlighting relevant experience, 
education, or training are all ways to accomplish this. These 
presentation situations do not necessarily have to take place in 
a formal situation, but can happen anywhere and anytime. You 
never know when you may be introduced to someone who could 
provide a job opportunity, so it is best to be prepared with a 
succinct spiel about yourself and your background.* 

An elevator pitch is also a useful tool to promote your orga- 
nization, product, or service. An elevator pitch is a great way 
to get potential customers, investors, employees, and partners 
interested in what you have to offer. During your elevator pitch, 
you need to provide the listener with an overview of what your 
organization or product does, and describe the unique benefits 
of your organization or product. The ultimate goal of the eleva- 
tor pitch is for the listener to want to know more. Adding in a 
question or connecting your work to the needs and work of the 
listener is a great way to continue the conversation. 


Tips for Preparing an Elevator Pitch 


\ Know what you want. In other words, be able to clearly artic- 
ulate your goal. 


Write out your main points. 
Time it. Add and cut content as needed. 


Refine your talking points. 


SIA A 


Be flexible. You should have a stock opening about you and 

your background, but make sure to tailor the second half to 

your audience. 

\ Do not use jargon. 

\ Practice in front of a friend or family member. It is always 
helpful to get outside perspectives. 

\ Update your elevator pitch as needed. Your goals and expe- 

rience will change over time. Your organization’s services or 

products may change over time as well.* 
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Draft your Personal Elevator Pitch 


Take a couple of minutes to write a draft of your personal elevator pitch. 
Make sure you have a clear goal (e.g., to get an internship within the 
actuary industry), include relevant background information (e.g., your 
education, projects you have worked on), and make a connection 
between your skills and the goal (e.g., what would you bring to the 
internship position?). 


. Anderson 


Briefing 


Another situation where you may be called upon to make a short 
presentation to a group is when you are asked to give a briefing 
or status update. Briefings are short, informal presentations 
that are often given in the workplace. They can serve as a time 
when you provide an update on a project, explain information 
about a topic that you are knowledgeable about, or share a new 
organizational policy. At a monthly staff meeting, you may be 
asked to give an update on this month’s sales figures, or if your 
team is working on developing a new prototype, letting the group 
know where your team is in the process. Effective oral briefings 
should be “presented in a way that allows an audience to under- 
stand and apply critical information.” 

There are two key things to keep in mind if you are tasked 
with providing a briefing. The first is to be prepared with all of the 
information and data you need. If you need to report on numbers 
such as costs or hours worked, have those figures with you so you 
can provide those you are updating with everything they need. 
The important thing is to be as brief as you can while giving 
all of the needed information. Briefings should be brief: Do not 
include details or information that is not essential or important 
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for the group to know. Stay focused on the information you need 
to convey. You always want to be respectful of everyone’s time. 
This also means that you should be prepared and know what 
your talking points are going to be. 


Tips for Preparing Briefings 


\ Know your audience—this will help you decide what infor- 
mation to include and which content to cut. 

\ Ifthe team does not need background on what your proj- 
ect is, do not spend time rehashing the details. 

\ Clearly state the purpose of the briefing. 

\ For example, if you are encouraging your organization to 
adopt multi-factor authentification (MFA), then you will 
state this goal upfront. 

\ Organize your main points. 

\ In continuing the MFA example, a speaker may have 
two main points: (1) the benefits of MFA in maintaining 
online security and (2) how MFA can be applied to the 
organization. 

\ Make sure to summarize your main points and restate your 
goal as you conclude the briefing.’ 
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Speeches of introduction are presentations that introduce a 
speaker to a given audience. You may be asked to introduce a 
new colleague during a staff meeting or will need to introduce 
a keynote speaker at a professional conference. These types 
of presentation situations call the speaker to summarize the 
experience and list relevant credentials of the person who is 
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Take, for example, preparing an introduction of a new 
co-worker that you hired during a staff meeting. What will you 
say? That depends on your job, but you will want to provide 
the new employee’s educational and past work background. You 
will also want to share the strengths the person will bring to 
their new job. If you are introducing a speaker in addition to 
providing some background information and qualifications of 
the speaker, you will want to give a preview of what the speaker 
will be talking about. ‘This will help the audience prepare for the 
upcoming talk. 


Tips for Preparing Speeches of Introduction 


\ Focus on the person being introduced. 


\ Know what the speaker will be talking about and weave it 
into your introduction. 


\ Highlight the speaker’s background on the topic at hand. 


\ Be brief—speeches of introduction should last no more than a 
few minutes.® 
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Toast 


Another common situation you may encounter 
is being asked to give a toast. Imagine you 
are at your best friend’s wedding. You have 
been asked to give a toast. What do you 
say? Where do you start? Many people find 
themselves in a situation where they have 
to make a toast—whether it is to celebrate a 
wedding, engagement, birthday, or promotion. 
A toast is an informal speech that honors or 
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praises someone and/or their accomplishments. It is celebratory 
in mood and should be focused on the person who the toast 
is about. 

You may have been at an occasion where the toast was less 
than successful. The toast might have gone on for too long, there 
may have been jokes you did not understand, or the person giv- 
ing the toast might have been boring and uninteresting. When 
you are charged with giving a toast, remember that while your 
purpose is to honor the person or people being toasted, you also 
need to keep the rest of the crowd in mind. Rarely will you be 
able to captivate their attention for 10 to 15 minutes. A good 
toast should be just a few minutes long. You also want to avoid 
including too many inside jokes that many in the crowd will not 
understand. Finally, be sure that your toast ends with a final 
thought so the audience knows the toast has ended and then ask 
the group to join in raising a glass to the honoree. 


Organizing a Toast 


As you are writing your toast, you will want to organize it into 
three sections. 
1. The hook 
» This is where you pull the audience into your speech. 
» Make sure to stay focused on the person you are toasting. 
» A good practice is to not start by saying I, me, or my. 
2. The body 
» Rely on stories. 
» Make sure the stories are appropriate for the audience and the 
context. 
» Ifyou are unsure of the appropriateness of a story, ask. 
3. The conclusion 
» Have a definitive end to the toast. Thank the host, offer con- 
gratulations, and raise your glass, which marks the end of the 
toast. 
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Additional Things to Consider 


When giving a toast, remember who the stars actually are. 
You are not the center of the story. The focus should be on 
the honorees, whether that is a bride and groom, graduate, or 
retiree. Good toasts are hard to deliver, so you want to prepare 
well in advance. According to the New York Times, it takes months 
to prepare an effective toast. You do not want to drink alcohol 
before delivering your toast. It is hard enough to deliver a good 
toast, so if you are little bit tipsy, it makes it even more difficult. 
In terms of the content of your toast, you want to tell one nice 
story about the honoree. When choosing the story, make sure you 
avoid clichés and that it highlights the honoree. Private jokes and 
embarrassing anecdotes are not appropriate. Within the story, 
you want to identify who you are and your relationship to the 
honoree. It is also important to practice good delivery. Speak 
slowly and loud enough for everyone to hear.’ 
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The overarching goal of an award acceptance speech is to show 
gratitude. This is the time to thank those giving the award as 
well as those who helped you achieve the honor. If you have won 
an award at work for being a top contributor, you will want to 
thank those on your team and support staff, for example. You 
can also talk about what the honor means to you. 
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It can also serve as a platform to make a statement about a 
topic related to the award. For example, Oprah used her 2018 
Golden Globes acceptance speech to bring attention to the seri- 
ous issue of sexual harassment and assault. Another example is 
Patricia Arquette’s speech when she won the 2015 Oscar for best 
supporting actress for her role in Boyhood. During her allotted 
time, she talked about the pay gap between men and women in 
the United States.* 


Tips for Preparing an Award Acceptance Speech 


\ Let your personality show in terms of your emotions, who you 
choose to thank, and what you choose to talk about. 


Be excited. 
Be gracious and modest. 
Practice. 


SIA A 


Keep your comments short. 


\% Think about the music coming on at the Oscars and 
drowning out an award winner’s comments. 
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